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The suggestion we make is graphi and interestingly emphasized 
by our of great Indian Rock, one of sights of Martha’s Vineyard, 
Mass. We know extra-pairage business is something that most dealers like 
to get. In discussing the subject here, we feel we are helping many dealers to 
obtain the wanted extra-pairage sales and profits by a better understanding 
of how our product can be of help in that direction. 


KISTLER “BENCH BRAND” SOLE LEATHER 


is different than ordinary sole leather. It has very definite sales-making ad- 
vantages. Its serviceability is certain to make a favorable and lasting impres- 
_sion on men customers. You know as a rule men are pretty hard on shoes. 
When they see what “BENCH BRAND” Sole Leather does for them, they are 
very sure to continue to give business to the dealer selling them. Just stock.a 
few numbers of men’s shoes bottomed with this sole leather and see how 
business works out. A selection will be easy. You'll find lines styled to tomorrow 
and priced Auf today. Ask us to help you locate the street, dress, sport or work 
shoes wan 


’y \|IYtIEr WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN, 1012 NORTH THIRD STREET, MILWAUKEE, WISCONSIN ————— 
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FLINT & KENT of Buffalo, N. Y., 


tell us: 


“We have operated a profitable 
shoe department for many years by 
following your suggestions. We 
maintain it may be promotion that 
brings *em in, but it’s only satis- 
faction that brings ‘em back.” 


(C 
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GREMILLION-HORD SHOES, 
INC., of Alexandria, La., believes 
“more emphasis should be put on 
shoes for the occasion” and sug- 
gests “the promotion of lower heels 
in smart tailored shoes and also for 
dress wear.” 

SECRETARY OF COMMERCE, 
Harry L. Hopkins, said recently at 
the American Retail Federation 
Forum in Washington: 

“This Forum serves a valuable 
purpose. It will reestablish in the 
public mind a picture oi the vast 
scope of American retailing and the 
vital role it plays in our economic 
life. Because the store on the cor- 
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ner or down the block is so much 
a part of the daily routine, the aver- 
age person seldom gives a thought 
to this complex and important busi- 
ness. He probably doesn’t realize 
that there is one retail store for 
every 20 families in the country. 
He probably doesn’t realize that 
they provide work for a million and 
a half storekeepers and four million 
employees. He may not realize that 
they carry an annual payroll of 
four billion dollars, or 10 per cent 
of all wages and salaries paid in the 
nation. He probably doesn’t realize 








that in 1938 more than 35 billion 
dollars’ worth of goods was dis- 
tributed through retail channels. 
“This far-flung network of re- 
tailers serves a double function. 
First, it distributes the products of 
the farmer, the manufacturer, the 
miner and the importer to the ulti- 
mate consumer. And secondly, it is 
a sensitive agency which appraises 
the desires and needs of the con- 


sumer and relays these back to the 
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producer. When we study historical 
trends we find that the role of dis- 
tribution is becoming of increasing 
relative importance in our economic 
life. 

“The individual consumer wants 
more goods, but many of them also 
want more services in obtaining 
them. Among these services are in- 
creased diversity of product, install- 
ment and credit facilities, delivery, 
quick adaptation to changing de- 
mand, more attractive presentation, 
and other auxiliary services which 
make the retailer's performance 
more involved and more important. 
By providing these services, you 
both enhance the market value of 
your efforts and help bring about 
distribution of the products of in- 
dustry in a manner necessary to 
meet the expressed desires of some 


people.” 





Hi. E NORLAND of H. E. Nor- 
land Company, Broken Bow, Neb., 


believes: 
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“The customers are able to take 
care of themselves and they know 
it. They have been pampered and 
spoiled with service at the fitting 
stool. It is time they were taught 
to have some respect for the manu- 
facturer and seller. How to begin? 
Stick to the shoe message. Close the 
sale—or hang up.” 


SB EARDSLEY RUML, treasurer of 
R. H. Macy & Co., says: 

“The problem of unemployment 
is the crucial problem before the 
country today. We know that it is 
not a political problem. We know 
that it is not only an American 
problem. We know that in some 
countries where unemployment has 
been largely reduced or has disap- 
peared, there has been an enor- 
mous national effort for armament, 
the most wasteful of all public 
works programs. And we do not 
want to solve our unemployment 
problem with an armament pro- 
gram. 

“We know that a proper solution 
of the unemployment problem will 
mean vastly greater production. We 
know that this increase of produc- 
tion must be in consumers’ goods, 





is by way of capital goods 
instance. We know that 
large proportion of this in- 
production will pass across 
unters of retailers, counters 
are already there. On this in- 
__ production, distribution 
be lower and net margins 
than they are today. 
arithmetic of the situation 
simple, but it is generally 
The National Resources 
Committee estimates that with our 
present productive capacity and at 
the present price level, we can turn 
out about ninety billion dollars in 
production annually. It would take 
a year or two to tune up and open 
a few bottle necks, but it would not 
require any ‘white rabbits’ in the 


even if it i 
in the first 
a very 


Ha 
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—While in Bermuda recently | at- 
tended a Termite Tea, given at 





the Epi Rectory, for the 
purpose of raising funds to re- 
store the e done by ter- 
mites in the ral. 


—According to Webster, a termite 
isa pale-colored, soft-bodied so- 
cial insect of the family Termit- 
idae. 

—In other words, a white ant . 

—Which is very destructive to build- 
ings, books, etc., eating away the 
interior to leave only a shell. 

—Let's coin a word — TERMI. 
TITIS—to indicate a condition 
caused by an economic insect 
or termite. 

—TERMITITIS may affect business 
in many ways. 

— amas termite thrives on 

as old-fashioned me- 
a. “ola initiative, unwilling- 
ness to venture, fear of competi- 
tion, opportunity astigmatism, 
indifference to advertising and 
such like. 

—The best way to avoid TERMI- 
TITIS is to have a complete over- 
hauling of your business at least 
Bee six months. 

—An intelligent and critical analy- 

, merchandise 

little 

door 


back door. 


Coens 


shape of discoveries we do not now 
have. 

“At the present time national in- 
come is bumping along at an an- 
nual rate of about sixty-five billion 
dollars. Of this sixty-five billion 
dollars, between six and ten is being 
generated by the federal deficit of 
three billion dollars a year. Thus, 
the national income without benefit 
of federal deficit cannot be running 
at an annual rate greater than sixty 














billion dollars and it may be as low 
as fifty-five billion dollars. And so 
there is about thirty billion dollars 
a year of additional production that 
has to be made, distributed and con- 
sumed if we are to have a reason- 
ably full employment with a bal- 
anced federal budget. 

“This means simply that the aver- 
age standard of life in this country 
could be 50 per cent higher than it 
is today, with no great strain on our 
man power or on our physical 
plant.” 

DDR. JOHN M. CASSELS, Direc 
tor of the Institute for Consumer 
Education, Stephens College, said: 

“Business must be guided by the 
‘feel’ of the market. To get this 
‘feel’ of the market they must be in 
as direct contact as possible with 
the consumers whose purchases 
constitute the demand to which they 
are catering. Who is it that has this 
direct first-hand personal contact 
with consumers? The retailers. Who 
is it then that is in the best position 





to keep a sensitive finger on the 
pulse of the market; to interpret 
most surely the changes in pace or 
tone that are detected? Very defi- 
nitely it seems to me to be you 
people engaged in the business of 
retailing who meet the consumers 
day in and day out as customers in 
your stores. 

“Some of the most serious diff- 
culties in predicting demand arise 
from the inconstancy and irration- 
ality of the consumers themselves. 
Particularly in matters of fashion 
and taste their behavior is known 
to be fickle and unpredictable. Seri- 
ous wastes and inefficiencies result 
from this, not only because the con- 
sumers choose things which afford 
them legs satisfaction than others 
that they might have had, but also 
because the instability of their 
choices leads producers and dis- 
tributors into many a miscalculation 
of actual market conditions. Some 
individual business concerns may 
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be able to turn this situation to their 
own advantage, but on the whole 
it is true that business men as well 
as consumers have much to gain 
from an increase in the stability 
and intelligence of consumer be- 
havior. Here I am convinced that 
the development going on in con- 
sumer education and consumer or- 
ganization have much to contribute. 

“Human nature being what it is, 
we need never expect people’s be- 
havior to be entirely reasonable and 
deliberate, but we do have grounds 
for hope that it can be made some- 
what less irrational and impulsive 
than it is today. Consumers in re- 
vent years have found themselves 
more and more baffled by the situa- 
tion with which they have had to 
deal. Consumers are definitely ask- 
ing now for more information about 
the products they buy than it has 
hitherto been customary to give 
them. This, retailers should hail as 
a hopeful sign and in supplying the 
information in each individual case 
they should realize that the bene- 
ficial results will extend far heyond 


that one transaction.” 


BOE EL. COPELAND of Rusk. 
Tex., says: 

“There are too many freak styles 
that will not fit.” 


HRARRY M. YOUNG of The Bayn- 
ham Shoe Company, Evansville. 
Ind., says: 

“Regardless of the European sit- 
uation, we are going to sell shoes 
here in America—just as we always 
have—and it all depends on our in- 
dividual efforts as to how good or 
bad we do the job. 

“We believe that by keeping our 
eye on our own front yard, and 
minding our own business, we will 
still have a business to mind when 
this radical period is all over.” 


Hi. M. GREENFIELD of Fair. 
mont, W. Va., says: 

“We believe that pumps in all size 
beels are very much in the picture. 
The 17/8 and 19/8 mainly. There 
is considerable improvement to be 
made on pumps that some manu- 
facturers claim will not cut the in- 


step! And I cannot see why they 
can’t do this! Plain pumps in all 
materials have been the best seller 
that the average shoe retailer has. 
And they can be made the biggest 
item in the store.” 


HW 





WHAT'S in a name? A shoe re- 
pairing establishment in the Ben- 
nett block on Washington Street in 
Keene, N. H., is operated by Nicho- 
las CRISPIN! 


HR. W. PRYOR of James Pryor 
Company, West Point, Miss., writes: 

“We operate a department store 
and five women’s specialty stores. 
We are definitely of the opinion 
that there is too rapid a change in 
styles; and hand-to-mouth buying 
has its evils just as twice a year buy- 
ing has its evils. What we need is 
a happy medium of the two ex- 


tremes.” 
_ _ . 


RKREEGER SHOES of Richmond 
Hill, New York, tells us: 


“The element in the cheap shoe 
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retail business is responsible for the 
condition in the trade. Look at the 
leader of orthopedic shoes, for ex- 
ample. ... Years ago he sold what 
he thought was the right shoe for 
the right customer. Today you buy 
the style you like, regardless of what 
ie orthopedically correct.” 


MMIURRAY ROSENTHAL of Jay’s 
Shoe Store in Allston, Mass., asks: 


“Will shoes cease to be footwear? 
I should say not. I am firmly con- 
vinced that the men and women of 
the future will be more sensible 
about their footwear than the pres- 
ent generation. (P.S. Even the ‘Fan 
and bubble dancers’ still hang on to 
their shoes.)” 


BB. A. MUENCH of Polo, Il. 
writes: 

“Like a drunken sailor we de- 
clare never again, and then, when 
the temptation comes we are right 
back at it again. We, who are more 
conservative, will have learned a 
lesson and be a little more cautious; 
but the more daring will take ‘an- 
other drink’ at the open toe and 
heel styles and will sell them. We 
are going to ‘level off’ to a more 
orderly and profitable shoe busi 


ness.” 





“What would you suggest as an appeasement policy, Edna?” 


























sm. 
by 
RAYMOND H. 
GOOPRIDGE 
POTENTIAL” wo 
: RK SHOE y 
Forest, ARKET IN U 
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Manufacturine . 83,564 *Of the total number of male industrial 
Meche 9 and 562,059 workers there are many that are not re- 
quired to wear work shoes. This table 
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@NE of the principal talking points in the shoe busi- 
ness today, as in other allied industries, is style. This 


ever-changing “will-o’-the-wisp,” although of undoubted 
importance, has perhaps, in the shoe business especially, 
been too strongly stressed so that the real, down-to-earth 
necessities have become matter of fact and so have been 
relegated to the back of the shelf. 

One of the best examples of this is work shoes or, 


9,565,125 








lists the approximate number, in each of 

the four divisions of industrial occupa- 

tions, that form the basis of the work 
shoe market. 


the JOB... 


perhaps, better called shoes for the job. Work shoes 
cover a broad subject and what is more important, an 
even broader market which has been more or less taken 
for granted by the retail store in recent years. Despite 
this fact, however, shoes for the job have maintained a 
fairly steady production and consumption figure dur- 
ing this time due, undoubtedly, to the fact that each 
worker in his particular phase of industry has just as 
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Work Shoes Offer a Potential* Market of Some 20,000,000 
Industrial Workers That Yearig Buy 1.2 Pairs Per Capita, 
Representing an Annual Business of More Than $60,000,000 


much need for his type of footwear for the job he does 
as he has for the tools he uses. 

To say that work shoes cover a broad subject is put- 
ting it mildly. According to government statistics, there 
are several hundred different phases of manufacturing 
and mechanical industries (and this excludes agricul- 
ture, forestry, fishing and mining) of which number, 
more than half require workers to wear some special 
sort of shoes for the job they do. This need has de- 
veloped the manufacture of footwear for the job such 
as shoes with non-slip soles for dairy workers, etc., 
grease and oil-resisting soles for garage and petroleum 
workers, and many others; safety shoes with steel box 
toes for steel workers, stevedores, and other trades. 

According to the Bureau of the Census, Department 
of Commerce, the last census taken in.J930 showed a 
total of 48,829,920 workers gainfully employed-in in- 
dustrial occupations in the United States. This included 
both male and female workers. Of this total, 38,077,804 
were male. However, out of the many different phases 
of manufacturing and mechanical industries there are 
many that do not require the wearing of any special 
work shoes, but of those that do, it can be’ approximated 
that some 9,565,125 male workers are employed in jobs 
requiring work shoes. This figure, plus 9,562,059 agri- 
cultural workers, 983,564 miners and 183,958 engaged 
in forestry work (the four divisions of industrial 
workers as given by the Department of Commerce) 
gives a total of 20,294,706 male workers employed in 
industries that form a potential market for work shoes. 


COMPUTED on the 1923-25 average representing 100 
per cent, the total number of workers employed in 1930 
was 92.5 per cent of this average period. Since 1935, 
the number of employed workers has shown a gradual 
increase and in 1937 (the last year for which figures 
are available) the average stood at 105.8 per cent, in- 
dicating a considerable increase over the number em- 
ployed in 1930. 

Thus the market for work shoes has broadened, but 
adversely, the consumption has shown little if any in- 
crease and production figures since 1934 indicate a 
steady drop from 27,524,000 pairs to 24,902,922 pairs 
last year. 

Along these lines, a look at the index of average 
weekly earnings in industrial occupations, of cost of 
living and the adjustment between the two, shows a 
gradual but definite increase in weekly earnings and, 


although living costs have also increased, a better bal- 
anced adjustment between earnings and living costs 
since 1933. 

Based on the 1923-25 average as representing 100, 
the index of average weekly earnings in 1933 stood at 
68.3, cost of living at 75.8 and the adjustment between 
the two definitely below par at 90.1. Since that time, a 
considerably better index is shown and in 1937, aver- 
age weekly earnings stood at 96.4, cost of living at 84.3 
and weekly earnings adjusted to living costs at 114.4. 

There are, unfortunately, no accurate figures on the 
total number of work shoes bought each year by the con- 
sumer but taking for granted that manufacturers, ove: 
a reasonably long period, stick fairly close to the line 
in adjusting supply to demand, a fairly reliable com- 
putation of the number of shoes sold and the per capita 
consumption can be approximated by using the produc- 
tion figures and the total number of industrial workers 
that form a potential market for work shoes. 


@N this basis it can be estimated that there were 
24,353,647 pairs of work shoes sold during 1938 which 
figures out to about 1.2 pairs per capita. At an average 
retail price of $2.50, gained through a survey of the 
leading manufacturers of work shoes, this represents an 
annual consumer business of $60,884,117, no small 
change in itself. 

A breakdown of consumer outlets as reported by the 
leading manufacturers of work shoes indicates that re- 
tail shoe stores lead in the sale of shoes for the job. 
Following in order of importance are mail order houses, 
department stores, jobbers and commissaries. However, 
despite the fact that retail stores are first, there is little 
doubt that there is a good deal of this business being 
passed up by the shoe retailer so that consumers look 
elsewhere to satisfy their needs. 

Not every shoe retailer in the country is in position 
to do a job on work shoes but it is safe to say that the 
greater majority, through local industries and farmers, 
are in a position to create, through active promotion 
in display and advertising, a ready market for shoes for 
the job. 

Certainly the fact that industrial employment has 
shown a steady increase in the past few years and, ex- 
cept for some unforeseen happening, gives every indi- 
cation of a continued rise, augurs well for a profitable 
and steadily growing consumer market for shoes for 
the job. 
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New England atmosphere at the New York World's Fair. This p 
croup of buildings in the Court of States portrays the history. life and culture 


of New England. 


BLACK PREDOMINATES In BOSTON 


Rans as Strong as 75 Per Cent in Showings of Exhibitors 
at the Besten Shee Fair 


FROM shoes of japonica, which didn’t fit, to the black- 
est black, which every shoeman knows is always a safe 
bet—that, in substance is the story of style evolution 
for this Fall and Winter as revealed by the exhibits of 
between 500 and 600 manufacturers at the twentieth 
annual Boston Shoe Fair, held this week in the city 
whose name is traditional in the world of shoes. Style- 
wise, this is a long jump—so long, in fact, that it had 
all the earmarks of being a style panic, for it is a 
truism in the trade that “when in doubt, play black.” 


This is not a criticism of the fair, which was eminently 
successful in so far as the number of exhibitors and 
attending buyers was concerned. It is merely a com- 
mentary on the extremist state of mind now possessing 
the industry. 

In the Hotel Statler, where most of the volume shoe 
manufacturers were housed on five full floors with an 
overflow to other floors, it is safe to say that 75 per 
cent of all women’s style shoes shown were black— 
black suede, suede and patent, smooth leathers and a 
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Prices Hold Firm in Moderate Buying 
with Good Attendance of Retailers and 
Approximately G00 Lines on Display 


tew all-over black patents. ‘The next color was brown, 
which accounted for perhaps 20 per cent, plus a smat- 
tering of blue, green and wine. 

Open-back shoes for daytime wear have gone with 
the wind (or something). So have open toes, with a 
few exceptions, as some manufacturers feel they will be 
good for early Fall sales while the weather is still warm. 
Instead of the skeletonized shoes of this Summer, there 
were spread before the buyers, in about this order, an 
array of high-throated pumps and step-ins, ties, straps 
and oxfords. 

In the Parker House, where manufacturers of better 
grades held forth, the story was much the same, with a 
difference, however. Here the percentage of blacks 
dropped to perhaps 70 or even lower, in some cases, 
and the percentage of browns was higher. Green and 
blue were rare. In patterns, also, were seen a much 
higher percentage of open-toe models, the explanation 
being that these manufacturers had brought to Boston 
only their first-run styles, designed for early Fall selling, 
and expect to approach the market later with new lines 
for later Fall and Winter. 

The question of toe room has evidently been given 
plenty of thought in all grades, with the result that 
plateau types, modified Dutch Boy toes, balloon toes, 
etc., were much in evidence, though they by no means 
dominated the picture. Those manufacturers who are 
about to make their Fall shoes over lasts designed for 
closed toe shoes are not anticipating any fitting prob- 
lem. Others are trying to get around it by resizing 
their lasts which may or may not work out satisfac- 
torily. Some are just hoping. It is significant, however, 
that buyers—many of them, at least—were asking as 
many questions about the fitting qualities of the shoes 
they were examining, as they were about the price. The 
latter, in so far as could be determined, was not a major 
issue. Price levels held. 

Buying was light on Monday. June 5, the opening 


ass 


day vf the fair, and increased later to fair proportions. 
Much buying, it must be realized, already has been 
done. There has been a steady trickle of buyers into 
the Boston market for the past three weeks. Blanket 
orders have been placed in many cases and detailed 
orders in others. Not all the shoes needed for Fall and 
Winter can be produced between mid-June and 
August 15. 


WV HILE the fair was, as ever, under the auspices of 
the New England Shoe and Leather Association, its only 
social feature, the annual golf tournament, was spon- 
sored by the Boston Boot and Shoe Club. This was 
held on Monday, the opening day of the show, and 
accounted, of course, for the comparative scarcity of 
buyers in the two official hotels. 

This year, as last, the Wollaston Golf Club was the 
scene of battle. This year, also, there were more entries, 
at least a score more than the 200 odd who went into 
the fray in 1938. The first foursome teed off at 9 A. M.., 
the last at 5:15 P. M., which is a bit late if one takes 
into consideration the number of opportunities of get- 
ting into trouble on the sloping fairways of that particu 
lar course. 

In fairness to all and to aid the committee in award- 
ing prizes, all players were put into one of four grand 
groups—buyers, shoe manufacturers, tanners and mem- 
bers of the allied (so-called) trades. Within each main 
group were sub-groups, arranged according to the 
alleged handicap of the player. Prizes, many of them 
really valuable and all of them desirable, were awarded 
to low gross and low net in each group and sub-group, 
with main prizes for the best two scores (gross and 
net) without regard to what section of the trade the 
player hailed from. 

Luncheon was served to anyone desiring it and many 
remained long after sundown for dinner before return 
ing to their respective hotels. 











HIGHLIGHTS 
Of Boys’ Shoe Styling for Fall 


Custom Finishing Adds New Life to Fall Footwear for Young Men 
Heavier Detailed Brogues and Increased Piay on Grained Leathers 


& NCREASED stress on the closer detailing to men’s patterns is the keynote in boys 
footwear styles for Fall. Shoes “just like Dad’s” have given added impetus in the 


boys’ field and this coming season will see a more comprehensive lineup of boys’ shoes 
than ever before. 


Custom finishing, which went over very well in many localities in the “tryout” stage 
this Spring and Summer, will be very important for Fall and so the lighter shades of 
tans and browns are being used more extensively. The coming season will also see an 
increased play on the grained leathers, Scotch and [TuRN To PACE 39. PLEASE] 
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ing gives richness of surface to 
all kidskin shoes with classic 
silhouette. The “Prima 


Quilt 

these 

molded 

Donna” from Johnson, Stephens & 
Shinkle. 


SIMPLE classic outlines (with closed backs), fine de- 
tailing, lady-like shoes—so the fashion-wise interpret 
the early signs for Fall. In patterns, the dressmaker 
pump and the high-cut tailored oxford are staging a 
strong come-back. Real honest-to-goodness shoemaking 
and careful fitting have a new importance. Dark brown 
in dressy shoes is expected to have considerable play 
because of the vogue for brown and green in fabrics 
and sable-dyed furs. An early August run of suedes, 


KIDSKIN 


In Summer and Fall 
Fashions 


This Suppie Leather Lends Itself to 
Many Current and Future Style Trends 


followed by smooth leathers, especially calf and kid- 
skin, in September. Some patent and patent trim also 
for early Fall. 

Kidskin shoes are playing an important part in the 
Summer scene, too. Bright or pastel colors, solid or 
in combinations of two or more contrasting colors, are 
very popular for “two occasion” shoes, to be worn 
with either afternoon or light frothy Summer evening 
dresses. As for the classic all-white shoe it is well 
under way to a big season, because: the all-white cos- 
tume is very fashion-right this Summer; because the 
woman with a large shoe wardrobe will always want 
at least one pair of white shoes and because the woman 
with a limited one is obliged to have white shoes. 


Above—This smart girl knows hou 
to feel and look cool from her head 
to her feet in their white kidskin 
shoes, low-heeled for walking com 
fort. Shoes from Queen Quality. 


Supple kidskin sandals in sweet pea 
colors—pink and lavender—just right 
for filmy Summer dance frocks. 
Matching kidskin blossoms. Peacock 
shoes from Boyd Welsh, Inc. 














The fdas 
OUTLOOM 


Rigid Retail Prices a Menace to Profits 


NO miracle came out of the Boston Show in the way 
of a world-beating pattern, material, color or price. 
Making a pilgrimage to market, in search of a miracle 
shoe for Fall, is the usual quest of buyers in the fast 
fashion field. The miracles of last January became the 
duds of April and yet the buyer “returns to the well.” 

It is not in the cards for any revolutionary pattern 
or type of shoe to find its place into the hands of 
fashion this Fall. The aces are in every division of 
walking type shoes, sport shoes, dress shoes and in 
pumps. Each will have a play because the Fall season 
is one of varied uses and dress. The harmony of the 
shoe to the type of dress or suit is the dominant note 
for Fall. In other words, there is no universal shoe, 
other than pumps, that can play in the game of fashion 
this Fall. This seems to be a trend in the right direction 
because in a one-shoe-season all stores, all stocks, all 
windows and all prices look alike. When you get a 
diversity of shoe promotions, you get a play of selection 
and a return of good taste. 

As one of the French designers put it: “The moods 
of people have a part in fashion and the more serious 
attitude noted the world over is making less opportu- 
nity for frivolous and sometimes foolish fashions and 
colors.” 

This feeling for better taste is a good trade tonic as 
well, because it kills the fad shoes in the wardrobe 
closet—which are always a menace to a season because 
_ of their carryover and the fact that they still contain 
many “wear” hours. Fashion destroys more shoes than 
utility. 

So there is evidently a change in the style picture 
and an opportunity for more orderly, interesting busi- 
ness next Fall. 

We had hoped to see less rigidity in retail price 
levels, but unfortunately the price grooves $1.98, $2.98, 
$3.98, $6.50, $8.75, $10.50 and $12.85 are cast in iron 
molds. If there are increased factory costs ahead be- 
cause of the possibility of higher minimum hoa and 
wage regulations, plus the possibility of world-wide 
price rises, what is to be done? Will the values 

out of the shoes by reducing the quality of 
materials or will the standard shoe be forced to 


price ? 


tree 
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The battle is now on in the hosiery industry, where 
the raw silk price has risen; and it remains to be seen 
whether or no hosiery will hold its retail prices and 
the merchant be forced to take a shorter mark-up. It 
is one of the amazing things in merchandising that a 
five-cent rise in hose at retail may mean a sharp loss 
in sales because some other store cuts its mark-up in 
the form of loss-leadering. 

A very significant thing in the shoe picture is the 
fact that department stores generally are insisting on 
original mark-ons several points above 40 per cent and 
a discount profit as well. There was a world of truth 
packed in the little whimsy: “Are you going to sell 
these shoes in calfskin at $10.85 or in “cahfskin” at 
$11.85?” The one with a normal profit mark-on and 
the other one with a high profit mark up. You see, in 
fast fashion footwear a profit has got to be made in 
first sales—for at clearance-there is nothing but terrific 
loss. Many a shoe retailing at $8.75 ends up at clear- 
ance at $1.98; when the season is over and the sizes 
are shot the miracle shoe takes a nose dive. 

Unless the shoe industry makes some attempt to move 
away from fixed retail prices it will be in a bad way, if 
economics or profit necessity constantly change the cost 
price figures. There comes a time when you can’t take 
any more out of a shoe under the guise of fast fashion 
and the fact is evident that closed-in shoes for Fall add 
to the costs. 

Remember, the shoe industry is moving along at a 
rate of more than 400,000,000 pairs for the year and 
the figures show an upward trend. For example, in 
1935, the United States manufactured 383,761,000 at a 
factory cost of $643,872,470. In 1937—411,969,000 at 
a factory cost of $768,327,303. If we take as an aver- 
age a mark-up maintained of 30 per cent, this puts 
shoes well over the billion dollar mark (boots and shoes 
other than rubber) indicating an intensely useful indus- 
try giving the most for the money and geared up to 
the necessity of per capita sales of at least three pairs 
per person in the United States. ... A world record! 
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GOOD . 2° O..8 


FOOT REST 


ooCo0 


Famous For Four-Spot Comfort Features 


PROFITABLE ...In repeats, because of fine built-in features. 
GOOD SHOES ... In our 69 years, we have never deviated from quality. 
SMART STYLES... You do not find in other feature footwear. 
WELTS, TOO . . . Same price as Flexible Littheways, $3.90 for all styles. 
FOR YOU ... The best line of $6.50 shoes in America. Big money makers. 


ADVERTISING .. . Every season in six national women’s magazines: 
Vogue . .. Good Housekeeping . . . The Ladies’ Home Journal . .. McCall's, 


The American Journal of Nursing . . . The Instructor (teacher's magazine). 
FROM STOCK ... Your choice of 70 selling shoes. Send for catalogue. 
NEW SHOES... Can't our salesman show you his fall line? Write us. 


THE KRIPPENDORF-DITTMANN CO. 


CINCINNATI, OHIO . . . MARBRIDGE BLDG., NEW YORK 
All Styles $6.50 Retail 


Denver West $6.85 
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FALL STYLES 
From French Bottiers 


| be New models emphasize closed patterns 

: % and the new babouche or turned-up toe. 

Leading colors, mentioned after biack, 

wine, dark reddish brown, dark blues 
and deep bottle greens 


Ye a 


by ALICE MAXWELL APPO 
Paris Editor 


TURNED-UP toes are accused of responsibility for 
the latest Paris shoe designs. On the theory that dev- 
otees of open-toed footwear find enclosed-toe styles 
lacking in “vital space,” bottiers are raising the roof. 
so to speak, to ease the situation. 

The oriental slipper or babouche has suggested the 
form. With the occidental toe built up a bit on the same 
lines, accompanied by a slightly snub-nosed front, a 
welcome novelty arrives. 

Both pumps and sandals are adapted to this design. 
I™ but the feeling around Paris is all in favor of pumps. 
| This may be just Fall wisdom, coming when the sandal 
season is on the wane. Fall prospects, however, are not 
only for pumps but for models very enfermé or closed 
in. Such styles naturally include high-cut models, other 
than boots. Boots, they say, chic Parisians will never 
wear. 

Light weight calf is expected to skim the cream in 
Fall demand, with antelope always wanted for formal 
wear. Patent leather promises to go over in a big way. 
% ~ Some new high-cut patent leather pumps have a center- 

pe front seam piped with white kid, and a throat trim- 
ming of flat patent leather loops arranged like ribbon. 
and underlaid with white. 

Some plans on foot for elastic leather will transfe: 
it from the vamp to the quarter. The “give” will then 
be in the heel, and the non-spreading vamp can still 
be cut high as the elastic back will ease the shoe on. 
Scheduled also for Fall are clogs or sabots for town 
wear as well as models for sports. 

[TURN TO PAGE 32, PLEASE} 
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These four models from Schiaparelli’s collection 

are typical of the interest in pumps and “ba- 

bouche” toes being shown in the French shoe 

market. Shoes reading from top to bottom: 

The snub-nosed “babouche” toe is featured in this pump 
ining kids in cyclamen and turquoise. Like many 


another model this season, front trimmings are repeated 
at back. 


Evening pump with the “babouche” toe, in grey crepe, 
trimmed in vivid shades of blue, yellow and pink kids. 





On the theory that open-tced foot styles have made the toes 
‘ turn up, Schiaparelli launches this roomy-toed style. This 
| is a walking shoe in the new reddish dark brown for fall, 
{ piped, stitched and laced in white. 


j a 
a Sports shoe in y pink suede, with very much the 

1 “hebouche” or Turkish slipper toe. Desnead pleats are 
simulated, centered insets of vi hid, and violet cord 

makes the lacing. ote the substantial low leather heel. 
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Ask Frigidaire to PROVE That You 
Can Afford Air Conditioning Now! 





New 
Self-Contained Frigidaire 
Unit Air Conditioner 











AIR CONDITIONING EQUIPMENT 


@ Here's the sales builder you can depend upon: 
Replace sticky, dusty, hot air with dry, cool, 
clean air from a Frigidaire Unit Conditioner— 
then watch your sales leap ahead! 

Get Proof in Advance 
Frigidaire’s new “Investment Value Analysis” 
takes the guesswork out of air conditioning, 
shows you in advance how much air condi- 
tioning you need, how much it should cost to 
own and to operate, and how much net profit 
Frigidaire Unit Conditioners should bring you. 


Year-Round Sales-Makers 


In warm weather these Conditioners provide 
cool comfort that attracts customers. In cold 
weather clean heat can be supplied by adding 


a simple coil and connecting it to the heating 
plant. In addition, the Conditioners rid the 
air of much dust and dirt—prevent air strati- 
fication year ‘round. 


Quickly Installed—Easily Moved 
A Size for Your Needs 


The Conditioners are quickly installed and 
easily moved. There is a style and size of 
Frigidaire Unit Conditioner to solve your air 
conditioning problem at low cost. Condi- 
tioners are available for suspending from the 
ceiling, concealing within closets, placing in 
the basement, or installing on the sales floor. 

Decide now to learn how you can increase 
your net profit with Frigidaire Unit Condi- 
tioners. See nearest Frigidaire or Delco-Frigid- 
aire dealer. Look for his name under “Air 
Conditioning” in your classified telephone 
book. Or mail coupon below. 


ASK FOR PROOF THAT FRIGIDAIRE AIR CONDITIONING PAYS YOU A PROFIT! 


FRIGIDAIRE 


Made Only by General Motors 


Frigidaire Air Conditioning Division 
General Motors Sales Corporation 
Dayton, Ohio—BSR-6 
OC Please send a representative 
© Please send complete information about 
Frigidaire Unit Air Conditioner 
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Mailing Lists 

Many shoe merchants have found 
that an accurate, living mailing list is 
one of the most valuable assets that 
they have. An inaccurate mailing list 
isn’t worth the space it occupies. 

In building up a mailing list tele- 
phone and city directories, newspaper 
and city offices, and voting list are 
useful. Many merchants in non-com- 
petitive lines exchange mailing lists to 
mutual advantage. Contests also bring 
in valuable names. 

The most valuable source of good 
names, however, is your business it- 
self. If you take down the name and 
address of every customer, you will 
soon build up a large and profitable 
list. It is always easier to sell more to 
people who have already bought from 
you than to bring a customer in for 
the first time. Once you have built up 
an effective mailing list it is necessary 
te constantly revise it. If a person 
doesn’t respond within a reasonable 
length of time, drop his name from 
the list. 

A convenient arrangement is to file 
the data on three by five cards in a 
steel cabinet. The cards should be 
classified according to the buying hab- 
its of the customers and prospective 
customers. Be sure that you can pick 
out, for any mailing, the group or 
groups of names you expected to be 
most interested in the merchandise 
featured. 

Plan your mailings in advance for 
a definite period of time. Remember 
that it is not necessavily the first piece 
of advertising that gets the customer 
—*it is the constant drip of one drop 
after another that grooves the hardest 
rock.” 

Mailing pieces should reflect the 
character and personality of your 
business. Drawings should be clear 


—copy brief and to the point. Know . 








by JOHN F. W. ANDERSON 


your subject. Use short words. 
Write short sentences. Make para- 
graphs short. Use simple ideas. Put 
only one thought in each sentence. 
Write so that a child will understand. 
Say precisely what you mean. Be 
brief. Be logical. Tell the truth. 
Don’t imitate. Be enthusiastic. Be 
different. Write to impress the 
reader, not to impress a competitor. 


* *+ #*# 


Selling Atmosphere 


The Jarman Shoe Store in Nash- 
ville, Tenn., is designed to give a 
wholesome and cheerful atmosphere 
—in other words to put the male 
customer at perfect ease. 

The final touch in this homelike 
scene is a section of a man’s den in 
the back of the store—complete with 
a fireplace and a painting over it, easy 
chairs and floor lamps—as if brought 
intact from a suburban residence. 

At night—after closing hours—the 
windows, and the whole store is in 
total darkness—with the exception of 
one reading lamp near the fireplace. 
And the passing shopper, looking 
through the glass door, sees only this 
cheerful firelace scene—a fitting at- 
mosphere for men’s shoes. 


Courtesy Card 

Several months after a customer 
purchases a pair of shoes from the 
Florsheim Shoe Shop, Madison Ave- 
nue, New York City, he receives the 
following card in the mail. 

“We're enclosing a pair of extra 
laces for the Florsheim shoes you 
bought some months ago. Our re- 
sponsibility didn’t end with that pur- 
chase . . . and we don’t want your 
enjoyment marred even by a broken 
lace. 

“The enclosed, stamped, self-ad- 
dressed postcard is a record of your 
style and size. It is intended for your 
convenience in ordering another pair 
by mail or for letting us know whether 
you were pleased or displeased with 
your last Florsheim purchase. 

“This half-century-old business was 
founded on a policy of satisfying the 
individual customer . . . and we want 
you to remember that we're at your 
service at all times to see that you 
get that satisfaction. 

“We appreciate your patronage and 
look forward to another opportunity 
to take care of your shoe needs. 

“Sincerely,” 

A pair of laces are enclosed and 

they should be satisfactory because 














The Hack Shoe Co. 


Heures: ’ Randotph 
EF antares Bled 


Sth Floor, Stroh Bldg. 





lishment for their shoe fitting. 





ATMOSPHERE DOES MAKE A DIFFERENCE 
When you refer patients to Hack’s, they find themselves in a refined, unostentations 
suite on the fifth floor of a medical office building. 


Here, their shoe fittings are unhurried, careful and complete. They cannot bat feel 
grateful to the physician for his thoughtfulness in sending them to a professional estab- 








An orthopedic shoe store appeals to its customers through the medical pro- 
fession. Ad in a medical magazine. ’ 
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BEST IDEA OF THE WEEK 
Bathing Beauty In Store Window 
Joun Bruce SHor Co., MapLtewoop, Mo. 


O. P. Ideator—Here, here, young lady, what are you 
doing in the window of the John Bruce Shoe Store, 
attired in that scanty bathing suit and reclining on a 
beach chair? Is the management peddling bathing 
suits? 

Miss June Stuart—On your toes, Mister! Can’t you 
see this splendid array of beach sandals and sports 
wear displayed around me here in the window? We're 
selling these shoes by having me in the window to 
attract interest. 


O. P. Ideator—You're attracting attention, all right, 
but are you an employee of the store taking a day off 
to go aquatic without the water in the store window? 


J. S—No, I have been selected as the reigning 
queen this year, of the Maplewood (Mo.) Swimming 
Pool, the local pool which has been such a success out 
here in suburban St. Louis. My appearance in the 
window has been widely publicized and nearly every 
swimming-minded or sports shoe-wearing person has 
crowded up here to the window to see what the queen 
looks like this year. 


O. P. Ideator—Just what is your routine besides 
sitting in the window looking beautiful? 


J. S-—1 make three appearances daily on Friday 
and Saturday of this week. Once in the forenoon, once 
in the afternoon and the other in the evening. My 
“routine,” as you put it, consists of smiling, trying on 
sports shoes, beach sandals and the like. I fill a two- 
hour period of this sort of thing and find the time 
passes quickly because there are sizeable crowds in 
front of the window and many of the spectators ask 


me to pick up certain shoes and show them close up 
to the window. Naturally, I beckon to them to come 
on in the store that they can see the shoes better. I 
have found that many persons respond to this sug- 
gestion. 

O. P. Ideator—What do you do when you aren’t on 
duty in the window? Do you run down to the nearby 
pool for a swim? 


J. S—Well, when I’m out of the window I spend 
time in the store discussing beach wear and sports 
shoes with any customers in the store that would like 
to talk about them. Also, I greet friends that have 
come to see the exhibition in the window and en- 
courage them to secure the latest in sports shoes. 


O. P. Ideator—I see that you also have other sports 
represented in the window in tennis balls, badminton 
racquets and the like. Is the store specializing in this 
demonstration on shoes that will fit those sports, also? 


J. S—Oh, yes! And any other sports that shoes 
play an important part in. 


O. P. Ideator—Has the management felt this sort of 
demonstration for sales is a success? 


J. S.—Judging from the increased volume of busi- 
ness next year’s queen should find herself in immediate 
line for an engagement here at the store. 


O. P. Ideator—Do you think that champions in 
tennis, golf, badminton and the like in municipal 
competition should be invited to come to the store for 
further sales promotion of this type? 


J. S. 


Sounds like a very good idea! 











they are checked beforehand with the 
style and color of the shoes purchased. 

The card asks whether the last 
purchase was satisfactory and has a 
small box for “Yes” and another for 
“No”. A short sentence is an order for 
a new pair of shoes to be sent by mail. 
There is space for name and address. 


* * * 


An Excellent Window 
Treatment 


The designer of the Flagg Bros. 
shoe store on Church Street, Nash- 
ville, has done an admirable job in 
taking care of a common but usually 
poorly-treated problem. 

The doorway to the store is offset, 
giving a large window on one side 
and a small window on the other. 
In fact, the window on the right side 
has only about two feet frontage on 
the street and extends at right angles 
to the sidewalk about twelve feet back 
to the doorway. 

The designer has taken care of this 
unusual shape by raising the floor of 
the window about four feet above the 
ground. Then the top of the window 


was lowered so that the window is 
only about two and a half feet high. 
This gives a nicely proportioned dis- 
play area about twelve feet wide, by 
two and a half feet high, by two feet 
deep. And what is especially impor- 
tant in regard to shoes, it brings the 
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Men are also ry the comfort- 
able cool for Summer footwear 


display up close to the shopper's eye 
level and the overhead lights down 
close to the merchandise. 


* * * 
Be Fit at the Fair 


So many people are going to the 
Fairs this year that all shoe retailers 
should take the responsibility to give 
their customers some sound advice, 
such as: 

1. Wear comfortable shoes with me- 
dium height heels. 

2. Wear stockings that are at least 
one inch longer than the foot. 

3. Massage the feet at every op- 
portunity. 

4. Rest your feet by elevating them 
to a position higher than your hips. 

5. Bring an extra pair of com- 
fortable shoes. 

6. Change your stockings twice a 
day. 

7. Make up a regular schedule for 
each day according to your foot en- 
durance. Take is especially easy the 
first day. 

8. Have corns and foot ailments 
treated before you leave for the Fair. 
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acting Customers to the Shoe Department 
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... tts a smart, new balloon 
type that is endorsed by shoe 


fashion leaders. 


... Manufacturers know from 
past experience that Celastic 
is exactly the right material 
for reproducing this significant 


new toe shape. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Attracting Customers to Shoe Department 


[CONTINUED FROM PAGE 30] 


brand, she will go anywhere in the 
store to secure it. Well-known brands 
not only sell the department but also 
sell the store as a whole. We do not 
experience any trouble in selling shoes 
after prospective customers come to our 
department. Our only problem is to at- 
tract them to the department and in 
solving this problem, the handling of 
well-known branded lines goes a long 


way. 

Effective newspaper advertising and 
effective window displays go hand in 
hand in attracting customers. We use 
the two city newspapers three times a 
week in connection with the big general 
ads of the store. We have window dis- 
plays every day in the year and change 
them three times a week, to tie up with 
our newspaper ads. Twice a week our 
displays and advertising cover indi- 
vidual brands, while once a week they 
feature two or three brands each. 

Our floor displays, also, add to cus- 
tomer attraction so that once customers 
visit us they come back again. We 
have no counters, no big wall cases, no 
exposed stock shelves in our depart- 
ment. Our stock is kept back of a 
false partition where it is out of sight 
but instantly available. We have five 
small glass cases with glass shelves for 
unit displays of shoes. Each case has 
three shelves and each shelf accommo- 
dates one pair of shoes. In addition, we 
have a few special fixtures for certain 
styles of shoes. Our five cases allow 
us to devote each case to one type of 
footwear and the five enable us to show 
representative samples of our entire 
line. 

Another customer attraction is our 
carpeted floor and leather upholstered, 
chrome-finished chairs. These enable 
our customers to be perfectly comfort- 
able while waiting and while fitting. 
We are very careful in giving every 
customer a proper fit. This is one of 
the things, and a very important one, 
that brings customers back to us. Our 
three salespersons are all expert in fit- 
ting. All have had long experience. We 
have a slogan in our department, “ ’Tis 
a feat to fit the foot.” We take plenty 
of time and do not hurry the customer, 


man her and sell what she does not 


address, 
and the style of the shoe last pur- 
chased. We call up people on this list 


whom we think would be interested in 
our new numbers as they come in. We 
mail a postal card to each person on 
this list and also to the general mailing 
list of the store once each month. Both 
of these methods bring many people to 
our department. 

Another effective method is radio an- 
nouncements. We use these twice a 
week and they always result in some 
business. 

We use suggestive selling with every 
sale; suggesting other type of footwear 
in addition to the one purchased, as 
well as polishes, etc. 

Twice a year we have a style promo- 
tion. We give much attention at this 
time to unusual displays. These dis- 
plays always result in bringing in many 
new as well as old customers. 

Four times a year we have a’ special 
clean-up promotion. We do not depend, 
however, upon so-called “sales” to bring 
us business and have a price promo- 
tion only to clean up stock at the end 
of a season. These specials bring us 
considerable business as customers 
know the high quality of our regular 
merchandise, which is what we offer at 
these specials. We operate a stock con- 
trol system and so do not have any 
great amount of stock to sell at mark 
downs. 

After all is said and done, the word 
of mouth advertising we get from en- 
thusiastic customers looms large in our 
promotional program to bring people to 
our department. We spend thousands 
of dollars in our various forms of ad- 
vertising, while it costs but a few dol- 
lars to keep customers satisfied. 





Fall Styles for Girls 


[CONTINUED FROM PAGE 19] 


saddles, brass eyelets, ghillie lacings, 
shawl tongues, Dutch rocker bottom 
soles, and, for active sport, crepe, rub- 
ber soles. Tan and brown are, of 
course, the favorite colors, the two 
tones often combined in one pattern. 
Step-in pumps are popular in dressier 
types for both misses and growing 
girls. There are strap patterns for 
these ages and for the younger girl, 
whose dress shoes are nearly always of 
this type. 

As to treatments, piping, stitching, 
perforations and combinations of 
leather surfaces, are leaders. Treat- 
ments are definitely used—as in 
women’s shoes for Fall—to flatter the 
foot by giving it a shorter appearance. 


as a favorite for dress 
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tique finish, which is not new in men’s 
shoes, is seen in very manly little boys’ 
wing tip brogue oxfords and in a 
similar shoe for girls with a very low 
heel, leather or rubber soles, Dutch wall 
or standard type lasts. 

In predictions for Fall fashions in 
girls’ ready-to-wear, there are many 
silhouettes and colors which should be 
considered by shoe merchants. Accord- 
ing to the recent Infants’ and Chil- 
dren’s Fall Fabric Forum, conducted 
by Mrs. Betty Green, Fashion Editor of 
Parents’ Magazine, these are leading 
trends. The swing skirt is expected to 
continue as a volume style, with back 
fullness as the newer idea. The Princess 
line and the Dutch influence will also 
be important. Clan plaids, multi-color 
tweeds, checked and nubbed, and fleeces, 
and a great variety of colors—with teal 
as number one choice—will all be out- 
standing styles for girls. The far- 
sighted merchant should study the 
ready-to-wear market when it opens in 
July and plan his merchandising and 
promotions in relation to the whole 
fashion picture for boys and girls as it 
develops at that time. 


Fall Styles from French 
Bottiers 
[CONTINUED FROM PAGE 24] 


Colors in new Fall shoe leathers in- 
clude a very deep wine shade like the 
color of old Burgundy or port, and an 
extremely dark brown which is at the 
same time distinctly reddish. Dark 
blues and deep bottle greens are also 
talked about. 

In the “babouche” models illustrated, 
launched by Schiaparelli in her mid- 
season collection, the absence of intri- 
cate or fantasy trimmings will be noted. 
Color contrast is the trimming touch in 
the evening pumps, with heels or quar- 
ters getting a good share of the atten- 
tion. 

The spectator sports and tailored 
models also have the contrast note in 
back, repeating the simple but effective 
piping in front. Another sports or 
beach model, besides the one sketched, 
features a tanagra crepe sole, and a 
“fan” slashing of the vamp showing an 
underlay of tanagra kid. 


Brown Temporary Manager 
of Florsheim Store 


Wicuira, Kans.—C. E. Brown, as- 
sistant manager of the Florsheim shoe 
store, has been named temporary man- 
ager because of the illness of A. Hal- 
comb, manager here for the past year 
and a half. Mr. Halcomb has gone to 
his home in Kentucky to recuperate. 
Mr. Brown has been in the shoe busi- 
ness for seven years and with the local 
Florsheim store for the past two and 
a half years. 
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ALLIED KID COMPANY 
PRESENTS 


THE NEW 
SHOE LINING DISCOVERY 


For Antiseptic Treat- A Discovery Vital to 
ment of Leathers the Leather Industry 








1. Acts to prevent offen- 4. Improves qualities of 
sive odors. leathers. 


2. Renders the leather Ny wit 5. Tends to resist fibre 
antiseptic. GiE decay of leather and 
other deterioration 
caused by per- 
spiration. 


3. Tends to prevent mold 
and bacteria growth in * REG. U.S. PAT. OFF. 
shoes. 


Allied Kid Company has been selected as one of the outstanding tanners 
who are licensed to promote the new scientific discovery, Antiseptized 
Linings. Kidskin linings incorporating this feature are now available in 
all of Allied Kid Company’s fall lining colors. Specify Antiseptized linings 


for an extra selling point. 


SPECIALTY KID DIVISION 
ALLIED KID COMPANY 


209 South Street ® Boston, Massachusetts 
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Samples of Shoe 
Cloths made of 
“DARLEEN” elastic 

















PORATION > 180 MADISON AVE., NEW YORK 





BOOT ann SHOE RECORDER, June 10, 1939 


THIS WEEK 


SHON 


1939 


Saturday, June 10, 


IN THE SHOE TRADE 


National News 





Manufacturers Look for Large Fall Volume 





Midwest Firms Optimistic on Increased Business as Favor- 
able Conditions Indicate Accelerated Buying 


St. Louis, Mo.— Optimistic state- 
ments of increased business in prospect 
for Fall shoe selling was expressed in 
exclusive interviews by Boot AND SHOE 
RECORDER, with several well-known fig- 
ures in the manufacturing end of the 
shoe business in the St. Louis territory. 
all representing some of the largest 
shoe interests in the country. 

Clark Gamble, vice-president and di- 
rector in charge of distribution of the 
Brown Shoe Co., stated that the cur- 
rent meeting of salesmen has indicated 
that the retailers are in good shape for 
Fall selling, business conditions seem 
to be appreciably better and large vol- 
ume selling seems to be the keynote as 
the Fall activity gets under way. “We 
have had pledges of faith,” Gamble 
explained, “from our salesmen’s meet- 
ing that they are going to give us a 
big season and that conditions ‘are 
right.” 

In commenting on Fall business, R. 
L. Jordan, general manager of Roberts, 
Johnson & Rand, related that his com- 
pany feels they have a strong line and 
they fully expect, from advance indi- 
cations, to ship a larger volume of 
shoes than in the last half of 1938. 
“Long-range forecasting .is definitely 
not good business,” Mr. Jordan ex- 
plained, “but we feel so confident about 
sales for this year that we expect to 
have a fine volume.” With last year 
set as a record with heavy buying right 
up until August 15, Paul Jamison, gen- 
eral manager of Friedman-Shelby, says 


his company will have to do top-notch 


ae 


ree od to approximate the 1938 mark, 
but he expects 1939 will produce an- 
other good year and states that the 


men’s shoe business is definitely on its 
way to a high-powered Fall selling 
season. 

A keen observer of general condi- 
tions and a man well qualified to speak 
on national trends, Edward J. Hopkins, 
general manager of Peters Shoe Co., 
has a bright look toward the coming 
Fall and the resultant business. Mr. 
Hopkins remarked: “The government 
spending is bound to influence business 
and start the shoe selling machinery. 
If crop conditions remain uniformly 
good, as they indicate they will at this 
time, I can see nothing but clear sailing 
for the push for Fall sales. Retailers are 
reported in sounder financial condition, 
and this fact leads us to believe that 
prosperity will not be an unspoken 
word in prospects for the Fall.” 

A 28 per cent increase in specialty 
shoe sales was reported by A. J. 
Brauer, Jr., vice-president of the 
Brauer Shoe Company, with new ac- 
counts helping in the volume boost. 
From advance indications, Mr. Brauer 
believes that dealers will be making 
smaller but more frequent purchases, 
which he believes will be an excellent 
point in stabilizing shoe manufactur- 
ing. 

In the specialty shoe line, J. G Jones, 
vice-president of the Rice-O’Neil Shoe 
Co., reports a 22 per cent increase in 
early Fall selling over last year. Mon- 
day, May 29, was the biggest order- 
placing day in the 14-year history of 
the business, and he believes the step-in 
style shoe. and the high-riding types will 
be predominant in Fall selling. 

[TURN TO PAGE 37, PLEASE] 


Monsees Heads Shoe Club 


New York — William G. Monsees, 
eastern representative of the Julian & 
Kokenge Company, Columbus, Ohio, 
was elected to the presidency of the 


WILLIAM G. MONSEES 
Shoe Club of New York at a luncheon 
meeting of the members held recently 
at the Hotel McAlpin, this city. 

At the same meeting, a list of di- 
rectors of the club were named but the 
election was put off until the following 
meeting. Other officers of the club re- 
main the same with the exception of 
Arthur Schribner, formerly sergent-at- 
arms, who takes the office of secretary. 


Miller Store Adds Space 


Cuicaco, ItLt.—Chicago’s I. Miller 
Shoe Salon recently signed a new lease 
for additional space in the 700 N. 
Michigan Avenue building. 
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BUT HURRY the supply is limited 










Shoe Dealers! Add to your sale 
of genuine Kangaroo shoes. § While the 
supply lasts, the Kangaroo Association, 9th and 
Westmoreland Streets, Philadelphia, Penna., will send 
you, absolutely free, a handsome Pyra Glass Counter Sign, 
as illustrated. These signs are seven inches wide by five inches 
in height. § Build your sales with this reminder sign. Send the 
name of the shoe manufacturer from whom you purchase your 
Kangaroo shoes and the sign is yours gratis.Write for it today. 


GENUINE Xesegaeco TANNED IN AMERICA 
& / SURPASS LEATHER COMPANY 
f 














é¢é RICHARD YOUNG COMPANY 
ZIEGEL EISMAN COMPANY, 











Selber Brothers 
Enlarging Store 


Sureverort, La.—Selber Brothers, 
well-known department store, signed a 
long-term lease recently with the 
Ricou.- Brewster Building company, 
here, for the entire first floor of the 
building. They plan to modernize the 
18,000 square feet of space, which is 
the largest ground space area of any 
department store in the South. At the 
present time a majority of the space is 
occupied by Selber Brothers, but some 
of the departments are detached from 
the main store. Under the new ar- 
rangement, all departments will be to- 
gether, with separate divisions for 
men’s, women’s and children’s quality 
merchandise. 

It is the plan to air-condition the 
entire space, including the mezzanine, 
and to equip it with new fixtures. The 
space will be redecorated and arranged 
so that there is a continuity of mer- 
chandising departments. 

Selber Brothers, founded 32 years 
ago, has been planning this move for 















ments will be on the main floor. The 
mezzanine will be devoted to children’s, 
’ and girls’ needs, with a complete 





Pilgrim’s Store in New 
Location 


St. AvuGuUSTINE, FLa. — Raspberry 
and old ivory were selected for the in- 
terior of Pilgrim’s Shoe Store in its 
new location at 49 King Street. The 
new shop offers twice as much floor 
space as did the old store and will per- 
mit carrying a much larger stock of 


merchandise. The store interior is 
most attractive, modern chromium and 
leather in raspberry and old ivory 
blending with the rug of cedar hue and 
the matching tile floor. The cellotex 
ivory ceiling is blocked, and stock 
shelves and displays reflect the same 
soft tone. A semi-direct lighting sys- 
tem supplements the light supplied by 
three large skylights. A. E. Pilgrim 
is owner and manager. 





Modernistic Treatment in New Store 
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—™ 
Not an Experiment . . but a 


PROVED SUCCESS 


Double Duty Work Shoe . . 


{a combination of sole and toe protection) 


All features 
patented 


Stock No. 
513 S 


This REECE 
WOODEN SOLE 
SHOE is worn 
where others fear 
to tread . . . heat- 
proof, puncture- 
proof, acidproof, 


waterproof sole. 





More than 2000 Stores 
now selling Scott’s 


METATARSAL INSOLES 


Scott . 
One pair sells another, because Sco’ ata big 


Metatarsal Insoles give such grand foot 
PROFIT 


curved to provide comfort. Customers buy a pair for each 


a natural arch support. It is E. Z. Walking. aoe ve Oe ee 


Gentle sponge-rubber support for both 
metatarsal and longitudinal arch in one 
appliance—no fitting, no trying, just 


The strong, roomy, fully tested steel toe is rust proofed. 
3 in shoe and you've made a profitable 
sale. 


Durable Retan Leather uppers—streamline design with no 
seams to rub or bind. 


Write for Catalog W.I. 
30 different styles 


All hand-made. Sell for three or four 
times their low cost. Easiest to sell, 
easiest to install, most profitable of the 
entire Scott line of foot appliances. 
Complete size range for men and women 
—seven different styles to fit every need. 
Available on P. M. Plan and with indi- 
vidual printing. 


Write for 
ilustrated 
Folder 


TODAY 





Reece Wooden Sole Shoe Company 
Columbus, Nebraska - 


tt >t tt >t Ot + 





\. 





SCOTT FOOT APPLIANCE COMPANY 





OMAHA, NEBR. 


Lal 














Manufacturers Look for Large 
Fall Volume 
[CONTINUED FROM PAGE 35] 


Showing early Fall selling consider- 
ably better than last year in the spe- 
cialty line, Norman McDonald, sales 
manager of the Johnson - Stephens- 
Shinkle Shoe Co., is confident of ac- 
celerated buying and generally im- 
proved conditions in the trade that 
should point for a Fall season of shoe 
selling activity of some note. 

The first five weeks of sales for the 
Vitality Shoe Company, according to 
C. L. Hein, sales manager, has seen 
each week improving over the previous 
one. The percentage increase over last 
year’s business, Mr. Hein related, is 
staggering, and from all appearances 
this season is earmarked to make 1939 
the topmost year in Vitality history. 

In the welt-type field, C. F. Reith, 
president of the Juvenile Shoe Com- 
pany, is keenly optimistic about future 
sales. May’s business exceeded May of 
last year by 20,000 pairs, which is an 
excellent indicator of coming events, 
Mr. Reith has deduced. 

General feeling among shoe execu- 
tives was that this Fall would bring 
the return of simpler and saner shoes, 
with the extreme models of last season 
disearded. In the women’s shoes, open 
toes were expected to sell in diminish- 
ing quantities, while open backs are 
not being considered at all. The usual 


Fall trend to suede was indicated as 
progressing. 

Favorable crops, government spend- 
ing and a swing to a little more normal 
business trend in the country is ex- 
pected to have a favorable reaction on 
shoe retailers in influencing their stock 
lineup. 


McDonald Opens Shoe Store 


LEAKSVLLE, N. C.—James T. McDon- 
ald, with the assistance of Paul Neese, 
well-known for his wide shoe experi- 
ence, has opened a shoe store in Leaks- 
ville in the building formerly occupied 
by O’Mansky & Baer on Washington 
Street. The store has been completely 
remodeled, and merchandising displays 
arranged so as to provide greatest con- 
venience in serving the trade. 

Grand opening was held recently and 
souvenirs were given to all attending 
on the opening night. 


What’s New 


Shoe Display Stand 


StamFrorp, ConnN.—The M. D. Pol- 
linger Co., Stamford, manufacturers of 
shoe display stands, etc., has designed 
and patented a new type of shoe dis- 
player, simply constructed and attrac- 
tive. Known as the “Ideal Shoe Dis- 
player,” the stand is for use with either 
men’s or women’s shoes. When the 





shoe is displayed it appears as if bal- 
anced in the air and, as the displayer 
occupies less space than the average 
stand, more shoes can be shown with- 
out crowding the window. 

A number of stores on Fifth Avenue 
in New York have adopted the use of 
this new stand and have used it with 
very good results. 


Develops New Type Insole 


Detroit, Micn.—Stuart J. Rackham, 
head of Stuart J. Rackham, Inc., is 
actively interested in the development 
of a new type of unit insole for shoes. 
A $100,000 company is being organized 
to produce the new insole, but details 
are not yet available, although con- 
tracts or licenses to manufacture are 
now being negotiated with leading shoe 
manufacturers. 

The insole is made of rubber, and 
contains a series of superimposed air 
cells, of 5/16-inch thickness. These are 
in regular series, right in the cord- 
molded rubber. This gives a soft tread 
and has many obvious advantages in 
foot comfort. Durability of the prod- 
uct has been thoroughly tested. 

An incidental advantage of the new 
insole is that it is found to stop per- 
spiring feet in all cases tested so far. 
The insole is placed in the shoe and 
covered with a leather sock-cover, giv- 
ing the conventional shoe appearance 
on the inside. 














St. Louis Jobs 


We mean it -- 
never before 
such values 


of can- 


ues 
st t will enable you to 
mute LONG’ PROFITS. " 
“Ask the St. Louis factories" 
mM. K. WEIL SHOE CO. 


1326 Washington Ave. St. Louis, Mo. 
“While in town see Weil’’ 








Nurses’ Shoes 


~~ 








Process 
IN-STOCK 


Flexible, Shape Retainin 
NURSES OX DS | 

Made on the | 

NEWOSCO | 

SUPER PLIABLE | 


ae 
e208 «= QWENS SHOE Co. 


A- 


fu 
Rue 





| 
aoe 28 Goodhue St., Salem, Mass. 





Shoe Man Wins 
Golf Tournament 


CLEVELAND, OHIO— Allen Holbrook, 
head of the Cleveland Stetson Shoe 
Shop and Holbrook’s Euclid Avenue 
Shop, is as expert at golf as he is at 
directing the destinies of a retail shoe 
business. He won the Cleveland Dis- 
trict Golf Association’s handicap cara- 
van tournament on May 25 to claim 
the I. J. Fox trophy, which today rests 
on the Holbrook family mantelpiece. 
He came from behind to win the match 
three strokes up on his nearest rival. 





Visits Allied Kid Co. 


New York—Frank B. Hitchings, 
Esq., of Davies & Company, Ltd., Lei- 
cester and Bristol, England, is visiting 
this country, and his principals, the 
McNeely Division of the Allied Kid 
— whom they represent in En- 


Tober-Saifer Announces 
Territory Changes 


Sr. Lovis, Mo.—Ben Mandel, who 
has been representing the Tober-Saifer 
Shoe Company in Missouri for the past 
twelve years, will take over the addi- 
tional territory of northern Arkansas 
and parts of Kentucky and Tennessee, 
including the Memphis area. 

































BEN MANDEL 


Other major changes in territory in- 
clude O. M. Capshaw, who will now 
cover southern Arkansas and northern 
Louisiana; Al Davis, northern Texas; 
Charles Mansur, southern Texas; Her- 
man Feinstein, New Mexico, Arizona, 
and western Texas; W. E. McDonald, 
Georgia; J. S. Mendicino, who changes 
to the Idaho and Montana territory; 
Harry Schaffer, North and South Caro- 
lina; H. B. Speck, Washington and 
Oregon; Julian Tubman, Maryland, 
Virginia, and Washington, D. C. 

Other men who left for their respec- 
tive territories last week are: J. L. Ap- 
person, southern California; D. Briso- 
lara, southern Louisiana, including 
New Orleans area; E. R. Caudle, Iowa; 
Harry Cawn, Florida and Alabama; 
Geo. W. DePue, Wisconsin; C. L. Dod- 
son, Minnesota; Harold Doughty, Illi- 
nois; Phil Goldberg, part of Kentucky 
and Tennessee; Lee Hobart, Kansas, 
excluding Kansas City; W. A. Mc- 
Manus, Indiana and western Ohio; 
Fred Moore, Kansas City and northern 
Missouri; Morris Muskin, Oklahoma 
and the Panhandle of Texas. 

H. T. Pope, Mississippi; Geo. O. 
Rauk, Nebraska and North and South 
Dakota; Walter H. Roettger, eastern 
Ohio and West Virginia; Lee Roth, 
Pennsylvania; Jack Ruby, Michigan; 
Sam Saifer, Chicago and vicinity; Jack 
Salsman, St. Louis and vicinity; Roy 
Shuman, northern California; Eugene 
Tober, Colorado, Wyoming and Utah; 
Wm. S. Wood, New England States; 
L. O. Wun, Honolulu, Hawaii; and 
Maxwell Yanover, New York State. 
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Mrs. Day’s “IDEAL” 


Biggest name in the 
BABY SHOE BUSINESS 
| The reputation of this name is known 
to mothers of two generations and is 
a prime asset to the many far-sighted 
children’s shoe retailers who use Ideal 
Flexible Hard soles (3-8) as their 


juvenile foundation line. 


| 

| 

| MRS. DAY'S 

|i peat BABY SHOE CO. 
















Look for Record Turnout 
for Tri-State Show 


PITTSBURGH, PAa.—From the list of 
exhibitors, which are pouring in daily 
to the offices of the Pennsylvania Shoe 
Travelers’ Association, it is estimated 
at this time that a record turnout of 
exhibitors will be represented at the 
Tri-State Shoe Mart which will be 
held at the William Penn Hotel, Pitts- 
burgh, July 9, 10, 11. 

Many of its former exhibitors sti!) 
recall the successful business they 
transacted at last year’s show. It is 
expected that three floors, or possibly 
four, of the William Penn Hotel, will 
be occupied by some of the outstanding 
lines of the country. 

Many merchants in the tri-state 
area are already making plans to visit 
this show combining a business and 
pleasure trip in one. There will be 
many new features put into operation, 
so that the visiting merchants will be 
assured of a pleasant three-days’ stay 
at the Shoe Mart. 

On July 11, the last day of the show, 
an elaborate banquet and floor show 
is being planned, bringing to Pitts- 
burgh some of the outstanding stars 
of stage, screen, and radio. 

Further information regarding the 
show may be had from Philip Landish, 
Pennsylvania Shoe Travelers’ Associa- 
tion, William Penn Hotel, Pittsburgh, 
Pa. 
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Winners in Pacific Northwest 


Golf Tournament 


SEATTLE, WasH.—Wally Gray, Sla- 
sor’s, Seattle, won the prize for low 
gross, while Ralph Pickell, McCutch- 
eon’s, Seattle, won the low net award 
in the annual golf tournament of the 
Pacific Northwest Shoe Retailers’ con- 
vention. The tournament was played 
on Seattle’s Sand Point Country Club 
course, Wednesday, May 31. 

Everett Nordstrom, Seattle, and 
Russ Walker, Spokane, were winning 
sharpshooters in closest-to-pin compe- 
tition. 

The varied and valuable prizes were 
donated and presented by Buford Jones 
(Compliments of Enna Jettick); Cur- 
rin Greene Shoe Company (Louis Eko- 
renrud) and U. S. Rubber Company 
(Harry McDonald). 

Other prize winners were: Lowell 
Bass, Seattle; Gil Winneguth and 
Ralph Pickell, long drives; Frank 
“Sully” Sullivan, buyer for Bon 
Marche, Seattle; “Hud” Huddleston, 
Bon Marche; R. E. Davis, Goodrich 
Rubber, and Lee Johnson, Jefferson 
Shoe Company—all for hidden-hole 
shots. L. C. “Pop” Ashby achieved 
high acclaim for his crowd-scattering 
explosion shots, while Cal Rorabeck 
was given a special consolation prize 
for attending, even though unable to 
play because of an injured shoulder. 
Another veteran attendant at tourna- 
ments for many years past who was 
unable to play was Tournament Chair- 
man Jack Conley, buyer for Frederick 
& Nelson, Seattle, convalescing from 
a recent operation. 

Serving with Chairman Conley were: 
Willis Hargreaves, Portland; Sam 
Rathman, Bellingham, and Wally Gray 
and Frank Sullivan, both of Seattle. 


Hahn Named Director of 


Chamber of Commerce 


Burrato, N. Y.—The shoe trade of 
this city, with the election of Charles 
Hahn, Jr., vice-president of Sattler’s, 
Inc., as director, is now represented 
in the official family of the Buffalo 
Chamber of Commerce. The annual 
election, in which Mr. Hahn was a 
candidate, held May 25, is one of the 
important business events of the year. 

Mr. Hahn is well qualified for the 
post. He was born in Rochester in 
1903. Upon graduation from the La- 
fayette high school, he took a job sell- 
ing shoes for Rice & Hutchins. Both 
his father and grandfather had been 
in the shoe business. For three years 
he had a shoe store in Tonawanda. In 
1926, he joined Sattler’s as a part 
owner. At that time, it was merely 
a shoe store, but from time to time 
departments were added until today it 
is a full-sized department store. Mr. 
Hahn’s hobbies include boating, swim- 
ming, fishing and photography. He is 

member of the Buffalo Club, Wana- 

Country Club and Greater Adver- 
Club of Buffalo. 


Furthers “Father’s Day” 


Promotion 


New York—The New York Sun has, 
for the past several weeks, been spon- 
soring a steady campaign for Father’s 
Day with a large promotion in which 
the event was dramatized by a “Typi- 
cal Father” contest, in which the win- 
ning essay about Father will be 
awarded a substantial prize. A special 
“Father’s Day Issue” of the paper will 
be published June 10, and on Sunday, 
June 18, the paper will sponsor 
Father’s Day at the New York World’s 
Fair. 

It is somewhat unusual for a daily 
paper to devote so complete a campaign 
on an event of this nature, and retailers 
have cooperated in a large way in ad- 
vertising gifts for Father in the issues 
which contained this promotion. 


Block Joins Fairchild Staff 


St. Louis, Mo.—The Fairchild Shoe 
Store in South St. Louis recently added 
Harry Block, well-known St. Louis shoe 
fitter to their store staff. Mr. Block 
has specialized in analyzing foot trou- 
ble and prescribing the right sort of 
health shoes. 


member ee: 
, 
Fel 10) 1K 
FOOT COMFORT WEEK 


JUNE 10" to 17" 








French Slipper Shop Opens 


Wausau, Wis.—The French Slipper 
Shop, handling women’s shoes exclu- 
sively, has been opened in the Wausau 
Hotel building. Kenneth Kirk, for- 
merly of Minneapolis, is manager. 





Highlights of Boys’ Shoe Styling for Fall 


[CONTINUED FROM PAGE 20] 


custom grains, the latter having slightly 
larger markings, in keeping with the 
trend toward heavier shoes. 

Brogue types will be very important 
in the Fall picture with more detailing 
and heavier perforations. Wing tips 
will undoubtedly hold first place in both 
the regular and its foreshortened broth- 
er built over the Dutch type last. The 
mudguard effect tip will also be impor- 
tant over this last. 


Blucher patterns also deserve special 
emphasis in the Fall picture especially 
in the Dutch types with the moccasin 
effect forepart. 

Crepe rubber or gristle soles, al- 
though being used fairly extensively in 
Fall lines, are not expected to attain the 
popularity they enjoyed this Spring and 
Summer, but this is open to question 
and time alone can tell. 


eS ew lens 


Three new brogue types in boys’ shoes for Fall, all with custom finish- 


ing. 
Meade; full brogue with 


Lower left, clockwise: Tan pigskin with castellated welting, Belle 
perforations and double stitching at 


seams, Brown Shoe Co.; straight tip light tan semi-brogue, Masterbilt. 
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Soles and Heels 








~~ 


No Spread, No Curl, No Bulge 

METAL FLEX Soles and Heels 

Flexible metais cut through: Water, 
Oil or Grease. 


THE LITHOX corp. 
WAPAKONETA, OHIO, U. &. A. 














Job Lots 





BUY YOUR JOB LOTS 
FROM BARIS 


All leading brands 
high grade, nationally known 
women's shoes 
Try them in special promotions and 
smash-hit sales! A sure-fire cure for 

the “no profits” biues! 


BARIS SHOE CO.., Inc. 
Dept. R-4 79 Reade St. New York 

















Final Plans Made 
For Iowa Convention 


Des Moines, lowa—The Iowa Shoe 
Fair is making strides for the last 
week before the convention. Every in- 
dication is that 100 or more manufac- 
turers’ lines will be exhibited. R. O. 
Connolley, assistant manager of the 
Hotel Fort Des Moines, has been co- 
operating in every way in taking care 
of reservations. The 3rd, 4th, 5th, 6th 
and 7th floors of the hotel have been 
taken over and everything seems to 
prove that the show will be a great 
success. 

The newly-reorganized Iowa Shoe 
Retailers’ Association is cooperating in 
every way. The Iowa Shoe Retailers 
have assured the travelers of a large 
attendance. Several buyers who oper- 
ate stores in Iowa, Minnesota 
South Dakota, plan to attend. 


turday, June 10, so everything will be 
in readiness for Sunday, June 11, the 
opening date of the convention. Al! 





Spraley Appointed 
Stewart Buyer 


Louisvittz, Ky.—Gregg Spraley, for 
the past seven years buyer and man- 
ager of the upstairs men’s, women’s 


and children’s shoe departments at 
Lowenstein’s, Memphis, Tenn., has re- 



























GREGG SPRALEY 


signed this position, effective June 1, 
and has been appointed buyer of better 
shoes with the Stewart Dry Goods 
Company, Louisville. 

Mr. Spraley has had a long and va- 
ried experience in the retail shoe field, 
formerly of Dayton, Ohio, where, prior 
to 1931, when he joined Lowenstein’s, 
he operated a high gfade specialty 
shoe salon. 





Cohn Joins Altman Bros. 
Sales Staff 


CINCINNATI, OHI0—Edward Altman, 
of Altman Brothers Shoe Mfg. Co., 
here, announces the addition of Jack 
Cohn to his sales force. Mr. Cohn will 
cover Indiana, Illinois, Missouri and 
Kansas. He is well and favorably 
known throughout this territory, hav- 
ing previously represented such con- 
cerns as Tober-Saifer and Weyand 
Shoe Company in these states. 





Foster Back on the Road 


Hosoken, N. J.—A. E. Foster, tra- 
veling representative of Tupper, Inc., 
this city, has recently returned to his 
territory following a seige in the hos- 
pital, where he underwent a major op- 
eration. Mr. Foster has fully recovered 
and hopes to contact his many friends 
in his territory within the next few 
weeks. 

Last Spring Mr. Foster was trans- 
ferred to the Georgia, North and South 
Carolina, Virginia and Tennessee ter- 
ritory, but recently he has been given 
his old territory in the mid-West, cover- 
ing Kansas, Missouri, Illinois, Iowa, 
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SOCK LINING 
QUESTION! 


If it must be a substitute— 
don’t use any old thing that 
covers the innersole. 
RELETHA is a quality ma- 
terial made to give superior 
service and satisfaction. Re- 
sponsible manufacturers 
find it far more satisfactory 
than inferior grades of 
other materials. If your 
sock linings are not an asset 
to your shoes in good looks, 
color match, and wear—ask 
us about RELETHA—today! 


PROSPECT MILLS CORP. 
15 Chestnut St., Cambridge, Mass. 








Nebraska, Minnesota, Wisconsin and 
North and South Dakota. Harry Phil- 
lips of Atlanta, Ga., for several years 
with the Fern Shoe Co. in the southern 
territory, will cover the states formerly 
traveled by Mr. Foster, and C. E. Bach- 
man, who traveled the mid-West terri- 
tory, has been transferred to the New 
England States, plus New York, New 
Jersey and Pennsylvania. 





Slater with Kingston Shoe Co. 


Cuicaco, Itt.—Joseph Slater is now 
representing the Kingston Shoe Com- 
pany, division of General Shoe Corp. 
of Nashville, Tenn. He is traveling in 
Chicago and Wisconsin. He has just 
joined the Chicago Shoe Travelers’ As- 
sociation and becomes the second of his 
family to do so. His brother, George, 
represents the Williams Manufacturing 
Co. of Portsmouth, Ohio. 


Mossler Carrying Edgerton 
Line 


Cuicaco, ILt.—Herman Mossler is 
now representing the Edgerton line of 
the Nunn-Bush Shoe Company in four 
counties in the Chicago area. Mr. Moss- 
ler was formerly manager of the firm’s 
loop store at Washington and Dear- 
born. He held this position for 14 
years, and prior to that traveled for 
the firm. 
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It’s a hard-hitting ball club those Craddock-Terry boys have down in Lynchburg, 

Va. The Bona Allen team, national semi-pro champs last year, was the guest of 

the former recently in a three-game series in which the Craddock-Terry team 
won two of the three games. 





Tourists Swell Shoe Sales 


SEATTLE, WASH.—Chamber of Com- 
merce campaigns to bring tourists to 
the Pacific Northwest affect even shoe 
sales, exhibitors at the Pacific North- 
west Shoe Retailers’ Association con- 
vention here disclosed. 

Besides stimulating sales of shoes 
to people from other districts who plan 
to vacation here, the campaigns 
awaken people already here to the 
sports advantage this region offers. 

The result: “This is the best sport 
shoe section in the United States,” an 
exhibitor of a nationally-known brand 
of outdoor shoes said. 

Of all sport shoes, saddle oxfords are 
most popular, four representatives of 
national firms agreed. 

“Ihave sold 3,000 pairs of saddle ox- 
fords to one account in Portland since 
January 1,” one exhibitor said. 

Another considered this year a build- 
up year for saddles. He traced the 
sales of this type from early popularity 
in California, through its “demise” 
there, to its popularity of three years 


Lighter clothes here are responsible 
for the differences between here and the 
East in saddles, an exhibitor of col- 
lege shoes pointed out. Reddish-brown 
saddles with flat heels are popular here, 
as contrasted with the dark brown sad- 
dles without any heels which are sold 
on Eastern campuses. 


Gala Opening of New 
I. Miller Salon 


New York—With a bang that should 
have been heard right across the river 
to the World of Tomorrow, I. Miller 
opened their new salon at Fifth Avenue 
and Fifty-fourth Street to the public 
on Monday, June 5. All day throngs 
had visited the store, drawn by the I. 
Miller name, the striking windows and 
the tempting interior seen through the 
corner doors, curved to allow a com- 
plete view of the long, beautiful salon. 

But at 5 o’clock began the arrival 
of the specially-invited guests. Eagerly 
they came by the dozens, then by the 
fifties and finally the hundreds. Every 
branch of the shoe trade was repre- 
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sented—tanners, designers, manufac- 
turers, retailers, fashion editors and 
reporters. From the street floor where 
they lingered to admire the brilliant 
display of colorful shoes and accesso- 
ries against the background of clear 
gleaming woods, soft pink draperies 
and hazy blue carpets, they were ush- 
ered to the second floor. Here, in the 
spacious flower-lined reception rooms, 
the proverbial Miller hospitality outdid 
itself. It was an occasion for congratu- 
lation and enthusiasm and both hosts 
and guests did full honor to the event. 


Brother Buys Schaetzer Store 


Burrato, N. Y.—John Schaetzer, 
brother of the late Joseph A. Schaetzer, 
director of the New York Shoe Retail- 
ers Association and treasurer of the 
Buffalo Shoe Retailers Association, has 
purchased from the latter’s estate his 
shoe store at 412 Sycamore Street. 
Mr. Schaetzer was associated with his 
brother in the operation of the store 
for many years. 
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Bowling Shoes 
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PROFESSIONAL 
BOWLING SHOES 
Men's Women’s 
Oxford 
$2.25 
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Leather Soles 
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DOUBLE 
THE WEAR 


in every pair 


LEATHERPLUS 


Soles double the weer — 
double the comfort—dou- 
ble your soles. Write to 


VAN TASSEL LEATHER CO. 


NORWICH, CONN. 
Makers of VAN TAN innersoles 














Kent Shoe Co. Leases Plant 


‘HAVERHILL, Mass.—The Kent Shoe 
Mfg. Co., Inc., manufacturers and mer- 
chandisers of women’s novelty shoes, 
with home offices in New York, an- 
nounced, recently, that they had taken 
a long-term lease on eight floors with 
a total floor area of 80,000 square feet 
in the Haverhill Building Association 
factory, 16 Walnut Street, for imme- 
diate occupancy. 

The concern will employ 900 workers 
and will start operations with a daily 
output of 3,600 pairs of women’s shoes 
to retail at $3.95. Both in payroll and 
production the firm will rank as the 
largest in the local industry. 

Building mechanics, millwrights and 
electricians will be put to work at once 


Shoe Production 
Slows in April 


WASHINGTON, D. C.—Total produc- 
tion of footwear other than rubber for 
April, 1939, showed a decrease of 9,- 
900,481 pairs from that of March, 1939, 
or 23.4 per cent, and a decrease of 3.0 
per cent from production in April, 
1938. However, total production for 
the four-month period, January through 
April, 1939, increased 13.2 per cent 
over that for the same period last year, 
according to figures released by the 
Department of Commerce, Bureau of 
the Census. 





PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 
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There was a decrease of 1,728,938 
pairs of men’s dress shoes produced in 
April from those produced in March, 
but a 15.6 per cent increase for the 
four-month period over those produced 
for the same period in 1938. Produc- 
tion of men’s work shoes decreased 
524,148 pairs in April, but the figures 
for the four-month period were 31.0 
per cent over those for 1938. 

Women’s shoe production decreased 
$,258,608 pairs in April, but increased 
19.3 per cent in the four-month period. 
A decrease of 116,952 pairs was seen 
in production of youths’ and boys’ shoes 
in April, but again there was an in- 
crease of 19.3 per cent over the four- 
month period of last year. Production 
of misses’ and children’s shoes for 
April, 1939, was 1,388,266 pairs below 
that for March, but 21.5 per cent over 
the period January through April as 
against the same period last year. Pro- 
duction of infants’ shoes decreased 
311,469 pairs in April from production 
in March, but the increase for the pe- 
riod January through April, 1939, was 
15.4 per cent over that for the corre- 
sponding period last year. 


Pioneer Store in New Location 


BurraLo, N. Y.—After serving thou- 
sands of customers at one location for 
fifty-six years, including President 
Grover Cleveland, and outlasting many 

tors who came and went, the 
shop established by August Smith, Sr., 
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Elam's Pre-Welts give you all the re- 
finements of better made children's 
shoes plus a profit margin you'll like. 
Get in touch with our nearest head- 
| quarters. There's a busy children’s 

summer ahead—you can make the 
most of it with Elam's IN STOCK 
Pre-Wellts. 











at 362 Elk Street, has been compelied 
by the building of a government hous- 
ing location to seek new quarters. 

The store, operated by the son, Edw. 
Smith, for the last five years since 
the father retired from active work 
because of ill health, will not go fa: 
away from its old home. It will be 
located after June 1 at 320 Elk Street. 

The store numbers hundreds of pa- 
trons who now live in other parts of the 
city and who have risen to affluence 
but who still journey to it for their 
footwear. The location was known as 
the first ward and had a large Irish 
population in the early days. Most of 
the St. Patrick’s day parades started 
from that location. The store saw the 
day when horse cars hauled the people 
to and from the city, later electric cars 
and now buses. The name of the street 
soon will be changed to South Park 
Avenue. 





Clark Returns to Stone Shoe 


CLEVELAND, OH1I0—Elmer Clark, who 
was with the Stone Shoe Company fo: 
27 years prior to his affiliation with 
the Selby Arch Preserver Shop in 
Cleveland, has returned to Stone as 
second-floor manager of the big down- 
town store. He was manager of the 
Selby Arch Preserver Shop for six 
years and for the past year was man- 
ager of Holbrook’s Euclid Avenue 
Shop. He is one of Cleveland’s foot- 
wear veterans. 


IN STOLK PRE WELTS 





F.S. ELAM SHOE CO. 
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Southwestern Travelers’ Show Well Attended 





Business Shows Gain Over Previous Showings with Trend 
Toward Trading Up—Black Suedes Lead in Fall Buying 


Datias, TEXAS—With advance reser- 
vations for 163 lines of shoes, which 
increased to almost 200 on opening day, 
the Southwest Fall Style Shoe Show, 
held in the Adolphus Hotel, Dallas, 
Texas, May 28 to 31, reached a new 
high in attendance on the first day. 
More buyers attended from a distance, 
more new accounts were opened and 
more optimism was evident among mer- 
chants than for several years. 

W. T. Mitchell, secretary of the 
Southwest Shoe Travelers’ Association, 
says, “The third annual Southwest Fall 
Style Shoe Show was decidedly a suc- 
cess. A better class of buyers attended 
and they bought shoes in the better 
grades. There was a noticeable trend 
in trading up instead of down. The 
better class lines sold by far more shoes 
than the cheaper houses. The volume 
of business was done in shoes retailing 
from $6.50 up. 

“Ties and step-ins sold well, no straps. 
Sunday, May 28, brought in the largest 
crowd of any day during the three-year 
history of the show. There were no 
low notes in evidence; customers are 
looking forward to a good Fall busi- 
ness. Manufacturers’ line did the bulk 
of the business. Out-of-stock lines did 
not do so well.” 

R. T. McCrary, of Kane, Dunham & 
Kraus, Inc., says, “I have done more 
business than last year. Suedes ac- 
counted for 85 to 90 per cent of the 
materials. Maracain kid with suede 
trimming was good also. Colors are 
running about 75 per cent black, brown 
15 per cent and blue, wine and green 
accounted for the remaining 10 per 
cent. 

“Step-in types and high-throated 
step-ins were popular with my cus- 
tomers. There was more demand for 
ties than last year. Usually sold one to 
each buyer last season, but sold most 
of them three ways this season. Open- 
throated ties in all-over suede, mainly 
black, with some browns were the good 
numbers. On our lower shoes probably 
25 per cent sold with open toes.” 

A. F. Bancroft, president of Ban- 
croft-Walker Co., Waltham, Mass., 
says, “Things look better than they did 
a year ago. There is a tendency to buy 
better shoes, due to less erratic styling. 
Quality is more appreciated in shoes 
than it has been for some time. More 
suedes and smooth leathers are selling 
than a year ago. In colors, black is 
outstanding with brown stronger than 
a year ago. 

“Slip-ons are the favored models, 
pumps are increasing in favor. There 
is some demand for ties, but it is rela- 
tively unimportant in the higher-priced 
lines. Slip-on spat-types will probably 
be the biggest selling model for the 
Fail season. 

“Open toes, when made on the right 


last and made to fit, are comfortable. 
They will be uncommon in street shoes, 
but not uncommon in afternoon shoes.” 

Harvey G. Clark, Forest Park Shoe 
Co., St. Louis, Mo., says, “We have en- 
joyed a wonderful business. About 80 
per cent of the sales are on suede and 
20 per cent calf. Colors are 85 per 
cent black and 15 per cent brown. 

“Favored patterns in my line are 
elasticized shoes in high V-throat step- 
in pumps and some ties, with 95 per 
cent closed toes. Suede shoes about 
50/50 patent and calf trims. Black mat 
calf and black mat kid are selling well. 
Dark brown suedes are mainly trimmed 
with dark brown trimmings. However, 
I have sold some dark brown suedes 
trimmed in light tan calf.” 

W. B. Doherty, Jarman Shoe Com- 
pany, says, “I have had a very nice 
business. I sold everybody I expected 
to see and made dates to call on some 
customers in their home towns that I 
could not get to see during the show. 
The meeting on a whole proved to be 
more of a women’s shoe show than 
men’s, which was probably due to the 
fact that men’s shoes were not stressed 
in the promotion literature of the 
show.” 

Sixty-five women’s and children’s 
shoes were modeled at the style show 
and dance held in the Junior ballroom 
of the hotel Tuesday evening. It was 
largely attended by buyers and sales- 
men, and the twenty-four lines dis- 
played received many visitors as a re- 
sult. 

Max Abramson, Wolff-Tober Shoe 
Co., St. Louis, says, “Business has been 
very good with me. All of my key 
accounts were in to see the line and 
some good sales were made. Black 
suede, brown suede and smooth-type 
calf were the popular sellers. Enclosed 
shoes are definitely in the picture. Per- 
forated and braided types in step-ins, 
pumps and ties are good sellers. Spat 
type step-ins and pumps are extremely 
popular with my customers. Buyers 
are all feeling very good over prospects 
for Fall.” 

M. A. Fox, representing Vincent 
Horwitz Company, Inc., Altoona, Pa., 
manufacturers of slippers and sandals, 
says, “I have enjoyed a fair business 
during the show. Buyers are much 
interested, and most of them look for- 
ward to a good business this Fall.” 

Another salesman who was doing a 
good business was W. T. Stephenson, 
Johansen Bros. Shoe Co., who has been 
traveling this territory for the last 
ten years. “I am having a very good 
business,” says Stephenson. “I find 
that my trade is interested in fewer 
styles and more sizes. My good sellers 
are high-walled, square-toed last shoes 
with 16/8 to 21/8 heels. Bump toes on 
14/8, 18/8 and 21/8 heels sold well.” 
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Harger Named Holbrook’s 
Manager 


CLEVELAND, OH1I0—George L. Har- 
ger, who was manager of the Cleveland 
Stetson Shoe Shop from 1924 to 1929, 
has returned to Cleveland to become 
manager of Holbrook’s Euclid Avenue 
Shop, succeeding Elmer Clark, who 
joined the Stone Shoe Company. Both 
the Cleveland Stetson Shoe Shop and 
Holbrook’s Euclid Avenue Shop are 
operated by Allen Holbrook. During 
Mr. Harger’s ten-year absence from 
Cleveland he was manager of 8 retail 
units of the Stetson Shoe Company, 
with headquarters in New York. 


Schweidell to Manage 


Helman Department 


New ALBANY, IND.—Leo Schweidell, 
for the past four and one-half years 
connected with the shoe department of 
the Famous and Barr stores in St. 
Louis, has taken over the management 
of the shoe department at Helman’s 
department store in this city. 

Mr. Schweidell, who is 32 years old, 
was born in New York City, where he 
began work in the retail shoe business 
15 years ago. He later went to Los 
Angeles, Calif., where he held a re- 
sponsible position. 

Joseph Sauer is the assistant man 
ager of the department. 


Reising’s Plan Move 


Jasper, IND.—A. J. Reising, proprie- 
tor of Reising’s Shoe Store, here, has 
purchased the Schaaf-Berger building 
on the public square. The building will 
be occupied by the shoe store as soon 
as it has undergone remodeling. The 
remodeling plans call for a new display 
front on the south end of the building, 
a full basement for storage and a new 
heating unit and redecorating and re- 
modeling of the second floor. 
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You will find 


(SUPPORT IN BACK) 


The SPORTINBAK Principle 
is time tested and proved 


A true ankle support, secured by a specially designed 
counter and reinforced by a flexible metal strip gives little 
folk full support without corset type stiffness. 


SPORTINBAK Infants’ Shoes 
Are trade builders for Your Store 


MADE IN 








SPORTINGAK SPECIAL ANKLE SUPPORT 














Ne. 405—Tan Blucher Boot—Same but make-up only. 


EPHRATA SHOE COMPANY || 
EPHRATA, PENNA. 


Canstruction: Prewelt, smooth inside and lock stitch. 

Our catalog shows this and fifty other styles of children's and ee 
infants’ shoes carried in stock. Send for it. STOCK CATALOG 
Ne. 402—White Blucher Boot 2 to6 Bto D Spring Heel.......... $1.40 
Ne. 402—White Blucher Boot 6% to8 C to D Spring Heel.......... $1.60 
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-Mantfield 


OF NORTHAMPTON, ENGLAND 


A POPULAR 
FIELD BOOT 


ENGLAND 
AND HAVING ALL THE 
CHARACTER AND EX- 
CELLENCE TO BE SE- 
CURED BY MASTER 
CRAFTSMEN WORKING 
ON BEST MATERIALS 


IN STOCK 
AT OUR AMERICAN 


HEADQUARTERS 
MANFIELD & SONS 


325 ARCH STREET 























Boston Shoe Firms 
To Close Saturdays 


Boston, Mass.—Replies to a ques- 
tionnaire sent to the shoe, leather and 
allied trades by the New England Shoe 
and Leather Association, indicate that 
practically all firms are planning to 
close their Boston offices on Saturdays 
during the Summer months. Many of 
them, in fact, will remain closed from 
June 1 to October 1, while others will 
be closed from the middle of June until 
Labor Day or a week later. A few 
firms report that they will keep skeleton 
crews at work on Saturdays, while 
three report they plan no Summer 
closing. 





Novel Sport Shoe Promotion 


Cuicaco, Inu.—A series of real rock 
gardens complete with a wide variety 
of plants were recently built in the 
windows of the loop Stetson Shoe Shop, 
where they aroused considerable in- 
terest and attracted wide attention. 

The windows were used for the pro- 
motion of both men’s and women’s 
sport shoes and accessories, including 
golf hose for both men and women. 


Co-operate to Delay White Clearances 





Baltimore Shoe Men Agree to Postpone Sales Until Stipulated 
Date—Project Intended to Lengthen White Season 


Ba.timore, Mp.—For some years ef- 
forts have been made to bring the shoe 
retailers in the heart of the shopping 
section here, together for the purpose 
of regulating the sale of white shoes 
in order to delay cut-price sales that 
have proven ruinous to profits. A year 
ago another attempt was made in this 
direction, but it failed. This year, how- 
ever, it has succeeded. 

Nathan Schenthal, shoe buyer of 
Hochschild, Kohn & Company, revived 
the movement during the latter part of 
April of this year, but the response to 
his overtures was not encouraging. 
When almost ready to abandon the 
plan, Mr. Lee, the manager of the Bal- 
timore branch of I. Miller, signified his 
intention of working toward the de- 
sired goal. Accordingly, Mr. Lee and 
Mr. Schenthal interviewed all of the 
shoe retailers in the shopping thor- 
oughfares, excluding the chain stores, 
and the result was a meeting called or 
May 23 in the Auditorium of the 
Hochschild, Kohn & Company store. 
Representatives of all of the stores and 
departments involved in the agreement 
were present. 

The result of this meeting was that, 





while all agreed that white shoes were 
sacrificed at the very time when they 
were in greatest demand, and that this 
practice doomed the normal profits that 
should accrue from the sale of this 
type of seasonal footwear, several of 
those present were reluctant to enter 
into an ironbound agreement, feeling 
that backward conditions and heavy 
stocks might make a sale advisable 
earlier than the planned date. But, on 
May 29, all were in accord and the final 
agreement was drawn up and signed. 

The agreement provides that only 
white shoes retailing at $4.95 and up- 
ward were to be involved. There shall 
be no sales advertised or held until 
July 5. The agreement is airtight and 
involves any sort of solicitations by 
mail, telephone or any other means, to 
reduce the price of whites in the speci- 
fied grades. 

The experiment is considered impor- 
tant and vital to the best interests of 
the merchants involved for several rea- 
sons. Profits on whites this season are 
to be carefully watched and, if there 
is an upward swing over the past sev- 
eral seasons, the agreement is apt to 
be continued in future years. It is not 
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only a test of profits, but it will also 
involve the spirit and high purpose of 
those who have pledged themselves. 
This agreement marks the first time 
that the shoe retailers in the center of 
Baltimore have been linked together 
by a common purpose, and there is a 
possibility that, if successful, it will 
lead to a permanent organization of 
those shoe merchants who have com- 
mon interests. 

Baltimore has no shoe retailers’ as- 
sociation, and the present movement 
would not be designed to be of interest 
to the merchants in the outlying dis- 
tricts. Mr. Schenthal had this to say 
on the subject: “Needless to say, I am 
highly gratified that we are in accord 
on this issue. The white season in the 
past has been so short that none of us 
could possibly realize the profits that 
should have come to us. In the past, 
prices have been cut early in June be- 
fore the vacation season was under 
way and most of us were forced to 
fall in line. Practically all of the mer- 
chants have shown enthusiasm over 
the plan that will be in force this sea- 
son, and the only difficulty that was 
experienced in the past was in making 
the agreement unanimous. I am con- 
fident that the plan that we have 
adopted is a step in the right direction 
and that the ethics of the business in 
Baltimore will be materially improved 
as the result.” 


Interest in Fall Lines Noted 
At Chicago Showing 


Cuicaco — First indications of Fall 
buying trends in the Chicago area 
were registered here recently at the 
regular monthly Shoe Buyer’s Day of 
the Chicago Shoe Traveler’s Associ- 
ation at the Morrison Hotel. Although 
not all houses were showing their Fall 
lines, representatives of those exhibit- 
ing reported active interest in the new 
styles and patterns and a number of 
orders were placed. The firms also did 
a good at-once business, with heavy 
demands on all-whites and brown and 
whites and black patents in style shoes. 
The latter, retailers report, are evi- 
dently going to continue good style 
sellers well into the Summer. Sport 
shoes are also going well, with the tra- 
ditional saddle oxford far outselling 
any other pattern. 

First indications in the Fall style 
lines point to a large acceptance of 
black suede, with a good carryover in 
black patent. General opinion seemed 
to indicate a very slight interest in 
open backs and a rather general ac- 
ceptance of smaller open toes. Gore 
type shoes evidently are also going to 
be popular and there were a lot of 
orders on the rounded and balloon type 
toes. Browns, particularly in the live- 
lier tones, appeared to be the second 
sellers in the style shoes. 

Corrective and street type shoes did 


Dr Scholls 


FOOT COMFORT WEEK 


JUNE 10'* to 17" 


particularly well at the show. Antiqued, 
varied shades of brown and tan, and 
natural @md other treatments of cow- 
hide were ordered most frequently. 
Blue is also expected to continue a 
good Fall street and walking shoe. 
Barge type oxfords continue popular, 
as will some of the new novelty ox- 
fords. 
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THAT BUILDS AND 
HOLDS BUSINESS 


Nu-Matie Shoes are Union Made 


Exelusively manufactured by Rohn Nu-Matie Shee 
Mfg. Company, 512 W. Florida St., Milwaukee, Wis. 
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SALESMEN WANTED 


LINE WANTED 


WANTED TO PURCHASE 





SALSA wie a itowies ¢ of shoe chains, 
and j to cal pre 


manufacturer sine of children’ 
Boot 


care 


welts. Address 
rotor, 239 West 39th Street, Nee vou 





SALESMEN New England Slipper Manufac- 
turer popular price In-Stock line felt, fabric, 
leather, turn slippers. Commission basis only. 
to be sold with non-conflicting line. A real 


money maker, T com Texas, 
Nebraska, Minnesota, 
Pacific 


Address 
Recorder, 140 Federal St., Boston, Mass. 


269" care Boot & Shoe 





WELL known trademarked in-stock children’s 
a growing girls’ line has “pas ne 


consin, ee Illinois and 
i as side-line. Address 
care —~?_ 2 Shoe Recorder, 209 So. State St., 
Chicago, Il. 





POSITION WANTED 








STORE MANAGER 


20 years’ show experience as Manager in 

country's leading chain stores, desires simi- 

lar position out of New | city. Excellent 
merchandiser— window 


mmer—store audi- 
tor and salesman. 


ADDRESS Ne. 263, CARE 
BCOT & SHOE RECORDER 
239 WEST Seth STREET. NEW YORK, WN. Y. 











aa man formerly with lead- 
n 


buying capacity. Thor- 
oughly amilia PF og 
ing, 


connection in any , branch of io 
ing department. Twenty years’ 
anywhere. 





If, you are interested in a man who has had 
busi- 


17 years’ experience in the retail shoe 


ness, familiar with every angle from merchan- 
dressing, handling help, buy- 


33 ts of married, 
ze make om * at "ob Will ec 
a ak a ill go 
Comme Address 


dising to window 


-Y mare Boot & Shoe Recorder, 239 West 
, New York, N. 





BOOKKEEPER - accountant - correspondent. 
Young man, 


; wide ac- 
tan New York Gomentenh danse 
ope sak ee Interview at any time. 


Phone Navarre 8-3449, Forster. 


experience, go 
secondary to nity for 
advancement. & Shoe 
——~ , 239 West 39th erect, New York, 





| gw iene yg a Be salesman wants line of fur- 
slippers. Cover 
care 


rimmed novelty 
California and Far West. Address $27: 
Boot & Shoe Recorder, 239 West 39th 
New York, N. Y. 





FOR RENT 





FOr . RENT—STORE AND BASEMENT 
holesale Shoe Market. 100% Location. 

Address $278, care Boot & 
Shoe 1 el 239 West 39th Street, New 


Sassen Rent. 
York, 





BUSINESS OPPORTUNITY 








BE YOUR OWN B-O-S-S 
The time is right to get in business 
for yourself . . . plenty of opportuni- 
ties for young men with ambition— 
ability — and experience in the shoe 
business. 

Fast growing Middle W sern com- 
pany has excellent locations available 
for fall. YOU can start on limited 


capital! §=,acT NOW!!! 








Write Box No. 277, BOOT & oust ECORDE 
1627 Leoust St., St. Loui ne " 








FOR SALE 





BEAUTIFUL modern family shoe store. Long 
established business on nationally adver- 
tised brands. New front and interior. 100% 
location in thriving industrial town near Phila- 
delphia. Moderate rent. Address $282, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 














WE BUY 








Buyers of Surplus Stocks 


sril® will Dey surpies or entire stocks of shoes 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 








BARIS SHOE COMPANY, inc. 
79-81 READE STREET, NEW YORK, W. Y. 
Telephone WORTH 2-5120-518! 


























Buying Increases 
On Second Day 


Boston — On Tuesday, June 6, the 
second day of the Boston Shoe Fair, a 
fairly substantial buying wave devel- 
oped. There was no great volume but 
it was, as one manufacturer said: 
“Very satifactory.” August first de- 
livery is being specified in most cases 
and buying was spread rather evenly 
among the various grades of shoes rep- 
resented. The most optimistic exhibi- 
tors, in their outlook on Fall business, 
seemed to be the manufacturers of the 
better grade shoes. 








For all other 


in 


CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
mum 75 cents. classified: advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


classified advertisements is $5.00 an inch with a maximum of 46 words. 
payable advance. 


Advertisements for this page must be in our New York office on Friday of the week preceding publication “© 


> 
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Foot Comfort Week Arouses 
Widespread Interest 


Cuicaco, ILu.—The Scholl Mfg. Co., 
Inc., reports that more dealers than 
ever before will participate in their 
23rd annual Foot Comfort Week, which 
will be held this year from June 10 to 
17, inclusive. 

Inaugurated in 1916 by Dr. William 
M. Scholl, president of The Scholl Mfg. 
Co., for the purpose of making people 
more conscious of the necessity of 
proper care of the feet, Foot Comfort 
Week has met with widespread success 
and is today an important annual mer- 
chandising event in shoe and depart- 
ment stores throughout the world. 

This year Dr. Scholl’s Foot Comfort 
Week will be advertised to the millions 
of foot sufferers in this country with 
full pages in leading magazines and 
other announcements in the American 
Weekly and rologravure sections of 
leading Sunday newspapers and more 
than 350 daily newspapers. 

In addition to this advertising cam- 
paign in timely issues of magazines 
and newspapers, the special Foot Com- 
fort Week promotion will be augmented 
by point-of-sale display material in- 
cluding window displays, streamers 
and store cards. 


Kalisky in Chicago 

Cuicaco, Inu.—Joe Kalisky, past 
president of the National Shoe Travel- 
ers’, returned to Chicago from Los 
Angeles, recently, for an extended visit. 
Mr. Kalisky, who is making his head- 
quarters at the Lakeshire Hotel, re- 
ports that he is in good health and has 
Teecovered from injuries received in a 
fall early last Winter. 


Bata to Open Southern 
Rhodesian Factory 


MONTREAL, QuE.—Jan Bata, famous 
Czech shoe manufacturer, will erect a 
large factory at Gwelo, southern Rho- 
desia, Stakesby V. R. Lewis, town en- 
gineer of that municipality, announces. 

Says Mr. Lewis: “My Council 
granted the Rhodesia Bata Shoe Co. 
300 acres of land, free of charge, for 
industrial purposes. This land, which 
is situated just outside the township of 
Gwelo and adjacent to the main Bula- 
wayo-Gwelo - Salisbury - Beira railway 
line, is also free of assessment rates 
for a period of 25 years. 

it is true that the company 
has suffered a temporary setback in 
inaugurating their full works program 
on the ground granted by my Council, 
the Rhodesia Baté Shoe Co. has hired 
large and commodious premises in the 
_ township of Gwelo, where the plant has 
_ been erected, and it is fully expected 
that production will commence during 
next month. 
_ “I believe satisfactory negotiations 
have been concluded with sister com- 
ao whereby additional plants will 


be supplied during the coming months 
enabling the Rhodesia Bataé shoe Co. 
to proceed with their original program 
at no distant date.” 


Whites Going Strong in 
Cleveland 


CLEVELAND, OHI0O—The white season 
started about May 10 in Cleveland, ac- 
cording to Floyd A. Page, women’s 
shoe buyer at The May Company, and 
the volume has increased steadily ever 
since. An all-time peak week in white 
sales was chalked up at The May Com- 
pany for the week ending May 27. Mr. 
Page estimates that at the pace set for 
the first month, the volume for 1939 
will be about 19 or 20 per cent ahead 
of 1938 as far as white shoes are con- 
cerned. The women’s shoe department 
business generally for May was 25 per 
cent ahead of May, 1938, and the chil- 
dren’s department showed a 15 per cent 
gain over the same month of last year. 


Mark Store Changes 
Shoe Setup 


MiaMI, Fia.—A change in the shoe 
setup in The Mark Store has brought 
all departments under one manager, 
Jack F. Dannerhirsch, who will buy 
for the five different departments. One 
of the biggest changes which will take 
place immediately will be in the base- 
ment department. This will be a 
family shop, where men, women and 
children may be fitted with good, style- 
right shoes at popular prices. Hereto- 
fore, this department has run about 
90 per cent promotional stock, with 
only 10 per cent given to regular lines. 
This will be reversed and 90 per cent 
will be devoted to regular merchandise. 
This will permit a full size and color 
range being carried in each line. Ten 
per cent will go to promotional stock. 
A line of children’s shoes at $1.49 will 
be featured; women’s shoes will be 
carried at $1.97 and $2.97; men’s at 
less than three dollars. The entire de- 
partment is being redecorated, with 
new chairs and floor covering installed. 

In the women’s department on the 
third floor a change will be made in 
the price range and shoes will be 
stocked for $3.95—from that up to 
$8.95. There will be no immediate 
change other than this in that depart- 
ment: 

Children’s shoes have been brought 
to the third floor from the children’s 
department. Here they are adjacent to 
the women’s division, and because the 
spot is reached by escalator, children 
are attracted to it. Because of this 
age group it has been cecided to not 
fit this spot with juvenile furniture but 
to make it with an appeal to the grow- 
ing girl, who does not like to buy her 
shoes in a childish atmosphere. 

For the same reason, boys’ footwear 
in sizes 2% and over have been taken 
from the children’s department and 


[47] 


piaced on the first floor in the men’s 
department. The slogan used here is 
“Shoes just like dad’s,” and boys are 
appreciating the opportunity to go to 
a men’s department for their shoes. 

The mens shoe department is to be 
relocated and will be given a more 
prominent place, with additional space 
on the first floor. 

The last department to be created is 
a sandal booth for women. This is on 
the first floor, adjacent to the main 
entrance, and only clever, high style 
sandals which can be sold at a popular 
price, will be carried here. Shoes will 
sell for less than two dollars, and in 
the short time the department has been 
in operation, there is abundant assur- 
ance that it will be successful. 


Observes Tenth Year 
In Business 


ToLepo, OHn10—The Tommy Tucker 
Boot Shoppe, 812 West Central Avenue, 
Toledo, founded in May, 1929, by Frank 
Tucker, observed its tenth anniversary 
May 20. Mr. Tucker is president and 
Charles S. Fauster is secretary-trea- 
surer. The store specializes in juvenile 
footwear, and recently installed an 
X-ray fitting machine. 


Sale Features Store 
Anniversary 


MAPLEWOOD, Mo.—Specializing in a 
sale of patents, whites, blues, blacks for 
Summer featured the 19th anniversary 
of the Seliga Shoe Store at 7160 Man 
chester Avenue, here. The management 
reported an unusually brisk trade. 


\ 


—here's how to get 


More Business! 


HE Vincent Edwards idea Clipping Ser- 

vice has over 2,000 satisfied users. Each 

order filled according to what you 
want: wholesalers usually request best re- 
tall ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use cou below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 





ADVERTISING 


(( TUL 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service Organization 
342 Medison Ave., New York City 


Please tell me more about your news- 
paper ad clippi: service and special 
short term trial f. 

















